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eold chisels. 
star drills. ete. 


Every hardware merchant who sells tools at all 
can develop a gratifying volume on Cold Chisels, 
Punches, and Star Drills. These sell in quan- 
tity—repeat orders are frequent—and they 
attract builders, contractors, and mechanics, 
who buy other hardware items. 








mechanics know 
their quality— 








The quality of Kraeuter Tools is widely known. They 

are forged from chromium-molybdenum steel, known 

as “Chrome-Molly.” Points and cutting edges stand 

rough treatment. Their superior finish appeals to Wall Cases and Displays 

men who know tools. Numbers and sizes are plainly 

marked—a convenience to deal d Sales are often more than doubled 
ee when tools are effectively dis- 


played . . Kraeuter can fur- 
nish show cases, panels, 


send for new 1930 catalog et ee iy. to 


iti ‘ meet the require- 
A new edition of the Kraeuter catalog, showing all ments of any store. 


forged steel tools and pliers, is just off the press. Write for de- 
Send for your copy. tails. 
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your O-E@dar Spray 








KILLS i 


Moths 
Flies 
Roaches 
Mosquitoes 


Bedbugs and all 
other household 
insects 





Superior Quauity 
Pleasant Cedar Odor. 
20% stronger—Kills in- 
sects instantly. Harmless 
to humans. 














Prestige of O-Cedar Name 


22 years of continuous national 
advertising during which time 
housewives have purchased over 
120 million O-Cedar products 
under the famous O-Cedar Ab- 
solute Guarantee. 









1930 Advertising Campaign 


A half million dollars will be spent by 
O-Cedar Corp’n for advertising and 

oi merchandising to move goods off your 
shelves. 


SALES and PROFITS 


are built on this 


SOLID 
FOUNDATION 


In millions of homes O-Cedar Mops and Pol- 
ishes have for over 20 years been household 
words synonymous with cleanliness and sani- 
tation. 


Now comes O-Cedar Spray, a quicker, more 
powerful exterminant—Sure death to insect 
pests, yet absolutely harmless to humans. 
Easy and pleasant to use because fragrant with 
the clean, wholesome odor of oil of cedar. 


The amazingly rapid acceptance of O-Cedar 
Spray both by dealers and consumers is posi- 
tive proof of public confidence in a new prod- 
uct bearing the O-Cedar name. 


O-Cedar Spray is easy to sell. Simply demon- 
strate it. One squirt from the gun—one whiff 
of that fragrant cedar odor—and the sale is 
made. Start your customers buying O-Cedar 
Spray and they will never stop. 


We prove our faith in this great new product 
by offering you the following big introductory 
deal. Stock it! Display it! Use our attractive 
counter and window displays. Let O-Cedar 
help you get your full share of summer spray 
sales and profits. 


Listen to O-Cedar’s Air Concert 
{ Sunday 6:30 P.M. E.S.T. 5:30 P.M. C.S.T, | 


Columbia Chain Stations 








Manufacturer of . Manufacturer of 
O-Cedar Polish -( edar (orpn Dust Cloths 


Polishing Mops 


| Auto Polish Cream 











Dusting Mops 4501 South Western Blvd., Chicago Spray 
$60.00 order of O-Cedar Mops 

DEAL Se EE. Kk bieudakaeo we k en $60.00 List price $60.00 

i sian 1 doz. quarts O-Cedar Spray.... FREE List price 15.00 

Sold “8 1 doz. pints O-Cedar Spray...... FREE List price 9.00 

Standard List price (complete)..... $60.00 You sell $84.00 

Packages RENN 5 15 baxtewss tbs 20.00 

Only a $40.00 40.00 
RNR er 5 re er ce Sid Saisie $44.00 








110% PROFIT on your INVESTMENT 
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An Emblem of Achievement 


pace one of the Pioneer with which he hewed , 
his way lo Prosperity 
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There’s No Substitute 
for a Good Axe 








Vaughan’s Super-Steel Axes are 
made by manufacturers who 
have been known for generations 
as progressive pioneers in the 
art of fine tool making. 


Drop-forged from solid super- 
steel and heat-treated. 














Bit remains sharp after repeated 

a Attractive rack 
grindings. makes displaying 
Correct proportions of metal J — and Bush. 

ne xes very easy. 
around eye prevents bucking or cine 
breaking. 
Second growth hickory handle 
finished in two tones. 
Individually tested before leav- 
ing factory. 
Greater Value for the Customer 
that Means Greater Profit for the 
Dealer. 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 

akers of Feme Foo'’s 
2114 Carroll Ave.. Chicago, Ii. WSA 
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POULTRY NETTING 


Galvanized Before and Galvanized cAfter beset 


a : if For 
and ro Cg faae Windows 
Dark om hoe at 
Finish 


GALVANIZED STEEL WIRE CLotu 
IncAll : Grades 


<Seo="_s Lok: for the tag, carrying our name, at the end of every roll! 


| The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Fabric 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City 
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Tool Buyers Everywhere Recognize the Arm-and-Hammer 


_ Mark as Proof Quality 








profitable 


for many reasons — — — 
here are five 


Reason No. I—~ARMSTRONG Drop Forged Wrenches 


are fine tools that give complete satisfaction and build 
repeat business. They have apparent quality—clean-cut 
jaws, finish, design and balance. Once in a customer’s 


hand, they are half sold. 


Reason No. 2—They are nationally advertised, have 
been advertised for 20 years, will be advertised 20 years 


from now. You will never be “stuck” with ARMSTRONG 
-Wrenches. Each year they are in greater demand. 


Reason No. 3—ARMSTRONG Tools are leaders 
many fields—for example, ARMSTRONG Tool Holders 
are used in over 96% of the tool rooms and machine 
shops; ARMSTRONG BROS. Pipe Tools are known as 
the Better Pipe Tools. ARMSTRONG Wrenches share 
in the prestige of all ARMSTRONG lines. 


Reason No. 4—ARMSTRONG Wrenches have always 


been leaders. Designs introduced by Armstrong are now 
manufacturers. 











f ¢ ARMSTRONG 
drop forged, alloy steel wrenches. 


} 
r 








‘VANADIUM imitated by most quality wrench 
— ARMSTRONG-VANADIUM Wrenches were the first 


Reason No. 5—The Armstrong Bros. Tool Co. backs its 
ad =§6tools and its dealers without quibble or “buck passing.” 
Beautiful counter displays, stock boards (even special! 
boards built to match store furnishings), catalogs and 
direct mail materials are furnished without charge. 


Write for Catalog B-27 which 
and describes all ARMSTRONG Tools. 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Francisco Ave. CHICAGO, U. S. A. 











Buiid Sales Volume by Instruct- 
ing your men to push wrench 
sets. Every buyer of quality 
wrenches is a potential set buyer. 
A1RMSTRONG Wrenches are avail- 
able in matched sets for all needs, 
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Build Sales Around 


This Advertised Line come HELps! 


Now is the time to “‘cash in” on the vast, 
ready-made market for U. S. Poultry Fence. 


Use this nationally advertised netting as the 



















Makers also of ° : 
a leader in your drive for ALL poultry supply 
IMPERIAL business! Use it to attract new customers! Use 
Farm Fence it to increase sales and profits! 


Poultry Fence 


~ensoi Phat “Tie in” locally with the U. S. national adver- 
ce 

Sinid Meo tising campaign now running in leading farm and 

inns poultry publications! Display U.S. Poultry Fence 

Flower Border at the point of sale! You will be surprised 

Trellis at its pulling power. 


Let us urge that you check your stocks today! 
See that you have an ample supply of U. S. 
NA Poultry Fence to meet demands! 








SN . Then go after the poultry netting and poultry sup- 
» Hd th ply business in your community! 
N inl at Lh The FREE U. S. Dealer ‘Helps---newspaper 
Wes | |i electros, window cards, envelope enclosures--- 
X rT i will attract this profitable trade to your store and 
\N mn | put money in your cash drawer. These adver- 
= > \ Th tising aids are yours for the asking. 
\ mina 
WU Indiana Steel & Wire Company 
Muncie, : : Indiana 





















“She ee Shat Stands 
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AMonume 
to an Ideal 


IGHTSEERS in the city of Washington are 

usually directed to a simple monument of 

stone rising out of the ground some five 
hundred and fifty feet. It is grandly unpreten- 
tious, merely a gigantic shaft, yet its simple out- 
lines express more clearly than volumes the 
regard of a great people for the ideals of a great 
man. It expresses the strength of unswerving 
loyalty to righteous faith. 










































Yi 


NINCE the birth of Empire LEVELS, a little 
over four years ago,* we have attempted to 
adhere to a strict program of quality manu- 

facturing as clearly defined as the outlines of the 
great Washington monument. It has been no 
easy task, especially during the tempestuous years 
just past. The temptations to cut quality have 
heen great and the deviations we might have 
affected seemed of small importance. But slowly 
and surely our ideal has been shaping itself. Ever 
increasing numbers of Hardware men are help- 
ing us to raise the monument of dependable Level 
accuracy higher and higher into the air. Many 
are kind enough to tell us that the Empire Level 
is the finest tool of its kind in the land. When 
that opinion is universally accorded then we shall 
have realized our ideal. 


EmpPIRE LEVEL Mee. Co. 
MILWAUKEE, WIS. 
MANUFACTURERS OF A COMPLETE LINE OF 
QUALITY LEVELS 

















* This Advertisement first appeared in 1922. We have reproduced it regularly each year since, as a public manifestation of the 
ideal that has assisted us in putting our BEST efforts into our products. 
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A size for every kitchen 
and every cooking need 
























No Competition 


... The 1930 Smoothtop Gas Range is the only gas range of its kind 
on the market . . . a new, fast-growing market in itself. 


Longer Profit 


. .. Smoothtop is the outstanding gas range specialty— and catries a 
specialty profit. You make more money on every Smoothtop sold. 


National Advertising 

... A great national magazine advertising campaign will carry Smoothtop’s 
slogan “Captures the flavor... frees the cook” to millions of women. 
This slogan has a real sales-making meaning to housewives right in 
your town. 


Complete Sales Cooperation 


. .. When you take on Smoothtop, your salesmen can receive special 
free training in the most up-to-date retail and house-to-house salesman- 
ship. You get local newspaper advertising helps, floor displays, window 
displays, and cooking schools. This complete sales-training program 
will rapidly turn Smoothtop profits into your cash drawer. 


Exclusive Territory 


... Once you’re carrying Smoothtop, you become the only 
Smoothtop dealer in your territory. Act while territory is open. 


Write for complete merchandising set-up 

. . . to Standard Gas Equipment Corporation . . . 18 East 41st Street, 
New York City. Makers of ... Smoothtop .. . Oriole... Vulcan. . . the 
standard domestic and heavy-duty gas ranges wherever gas is used. 
Pacific Coast Distributor: Northwest Gas & Electric Equipment Co., 
Portland, San Francisco, Los Angeles. 
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Cooksawhole meal around one 
burner. Note space on big cook- 
ing top at convenient height. 


Its smooth, flat top lets potsslide 
easily. Smallest pots will not tip 
or spill. Very easy to keep clean. 





be! Sen A 
Heat from one of its burners 
keeps the whole meal steaming 
hot while waiting to be served. 


eal 


NO other range offers features as 
attractive; 4 definite heat zones... 
speed-spots, busy-boiling, simmer- 
ing and warming zones; a broad 
top with every square inch actual 
cooking surface; evenly heated 
oven, heat regulator and time 
chart; automatic self-lighting 
burners; insulated oven optional. 
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WEAVING POULTRY NETTING 
Weaving Poultry Netting requires a different machine 
than the type used for weaving Wire Screen Cloth. In 
this big loom the wires are fed through vertical tubes 
which whirl around each other, making a tight twisted 
mesh as the Netting passes over the roller at the top. 


¥% in. % in. 1 in. 
Our Other Products 
Include 


Netwick Poultry Fence 
Galvanized Hardware Cloth 
and the following brands 

of Screen Wire Cloth 

Cortland Black Enameled 

Graywick 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 





WICKWIRE BROTHERS 
Hexagon Poultry Netting 


Rust is the arch enemy of Poultry Netting. We 
make all our own Poultry Netting of Open 
Hearth Steel which resists rust much longer 
than Bessemer. Make it complete in our own 
plant from raw material to finished product. 


We draw the wire in our own mills—all process- 
ing through the Steel Plant, Rod Mill and Wire 
Mill is done under our constant, personal super- 
vision. 


Our method and quality of Galvanizing gives 
not only a good finish, but added protection. 
More than 50 years’ experience is back of all 
our products. 


Your Jobber Will Supply You 


BY] 


INCORPORATED 1692 
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Which One of These Three 
Is the Store’s Star Salesman? 


We’re too 
Modest . . 


So 
We'll Let 


J. 1. Manchester 
Tell You 





Dad’s Health Quartette 


A QUICK SELLER 
FOR SPRING 


Dad’s itching to start gardening. 
You'll double his pleasure if you 
sell him Dad’s Health Quartette. 
Four handy tools he'll want the 
moment he sees them in your 
store. Displayed in the Union 
Rack they’ll sell themselves. 
They'll make a wonderful pres- 
ent from Mother to Dad. Order 
No. DHQ. 


THE 
ESTER 
Mawcnt?r 
*HARDWARE> 




















“If You Want to Sell ’em 


You Must Show ’em” 


You can bet that J. I. Manchester of Canfield, Ohio, is 
not in business for his health. He doesn’t just carry tools 
—he sells ’em. Having an eye for more business, he put 
in a Union Display Rack and here’s the result in his 
own words: ; 

“Sold 5 Times as Many as Formerly” 
“We have found with the use of the Union Rack we sell 
tools for which we seldom had any calls, sidewalk clean- 
ers, for example. We sold 5 times as many this season as 
we ever sold in one season before we used the Union 
Display Rack. It also sells some customers more than 
just the tool which they had come in to look at. In this 
age—if you want to sell ’em, you must show ’em.” 
The Manchester Company of Canfield is but one of hun- 
dreds that has increased sales by installing the Union 
Display Rack. Write—at once—for details of how you 
can do it, too! 


THE UNION FORK & HOE COMPANY 
COLUMBUS, OHIO 


Manufacturers of a Complete Line of 
Forks, Rakes, Hoes and Special Purpose Tools 


























HARDWARE AGE for MARCH 6, 1930 





Says the Old Gardener: 


“These are 3 











The famous PENNSYL- 
VANIA Junior, B.B. 







The SUPER Great 
American, B.B. (Ball 






New Wm. Penn. B.B. 
One size only, 16-in. 
Retail price, %16.50, 











“And,” he continues, “‘it’s dead against 
our policy here at headquarters to let price- 
cutting specialists turn these three nationally 
known mowers into footballs of competi- 
tion!”’ 


The old fellow’s right, too—as a look at 
any list of PENNSYLVANIA dealers 
would prove to you. They’re all indepen- 
dent merchants of the best type—substan- 
tial citizens who render a real service in their 
communities and expect a fair profit in 
return. They deserve the protection we 
do our best to give them. 


Be sure to identify your store with 
PENNSYLVANIA Quality. You can do 
this by displaying the FREE, life-size cut- 
out of the Old Gardener himself and by 
using our free 1930 package of Dealer 
Helps. In writing for these Dealer Helps, 
please mention your jobber’s name and the 
names of all the PENNSYLVANIA 


brands you carry. 


PENNSYLVANIA LAWN MOWER WORKS 
1615-35 North 23rd Street, Philadelphia, Pa. 


DENNSYLvAN[A 


LAWN MOWERS 
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Telescopic Rod No. 7, 
81% and 91% feet. 









No. 150 Fly Reel 


A high grade Trout reel, single action 
with click, light weight frame and 
spool, strongly made. 2 sizes: 60 and 
80 yard capacity. Nickel plated or 
Gun Metal finish. Packed one in box. 





No. 7225 Union 


A level winding reel of quality. 
Nickel plated, satin finish. Quadruple 
multiplying with click. A well bal- 
anced double handle. Free running 
and durable. Capacity 80 yards. 
Packed one in box. 





A high grade Nickel Silver Reel, 
quadruple multiplying with click, 


adjustable jewel bearings. Double 
crank with attractive handles. Ca- 
pacity 80 yards. Packed one in box. 


— * ‘ | . 


8Y EWING GALIOWAE 


Good Fishing Tackle 


at Reasonable Prices 


UNION Fishing Tackle has always given splendid satisfaction. 


The UNION line includes Rods both for fresh and salt-water use. in 
Steel and Split Bamboo patterns, also the plain Jointed Bamboo Poles. 


Fishing Reels in eleven popular styles. Sundries to meet every require- 
ment. We doubt if you can find better value at anywhere near the price. 


If your Jobber cannot supply you—wriie to us and we will fill your 


orders promptly. Send for Catalog No. 11. 





Reversible 
Handle 
No. R100 


HAI RDWARE COMPANY 
Reg. U. S. Pat. Off 


is TORRINGTON, CONN. 
New York Office 


Established 1854 


151 Chambers St. 





Guides 
and 
Tops 


KS 
Guide 


Incorporated 1864 
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DE LAVAL 
PRODUCTS 


- oe ow? 
GOLDEN 

SERIES 

§ SEPARATOR 


The world's best 
separator; skims 
cleaner, runs 
easier, lasts 
longer. Seven 
sizes. Hand, belt 
or electric drive. 






Just like the 
“Golden Series” 
except for sever- 
al non-essential 


sizes; hand, belt 
or electric drive. 





A quality line of 
small separa- 
tors—wonderful 
5 skimmers. Three 
sizes. Hand 
drive. 


EUROPA SEPARATOR 


A line of low 
pricedEuropean 
made De Laval 
Separators. Four 
sizes. Hand 
drive. 


MAGNETIC MILKER 





The illustration above shows the Alpha Dairy Power Plant used to operate a De Laval Milker 


and De Laval Separator for Ed Bunnell, Burr Oak, Mich. The power plant heats 41/p gal- Sis ethiichnns wither, Pilee 
lons of water for cleaning the milker. Mr. Bunnell says: ‘‘ 1 cannot find words to express my eral cone lag a 
satisfaction with the outfit. If I could not get another no amount of money could buy it.’’ in Ge te Gettin, aime to 


clean. Operated by gas engine 
or electric motor. Outfits for 
one to 1000 or more cows. 


De Laval a4 now means aa UTILITY MILKER 
ae oe J | 

+ the Best -- in Milkers 
milker of its kind. Outfits for 


as well as in Cream Separators | **"="" 


Works on any 
single pipe line : 
milker installa- , 
tion. Does 
splendid work. _ 





use, they have proven beyond all question their 


Wiese, thousands of De Laval Magnetic Milkers in 
superiority over any other method of milking. 





The Magnetic is the world’s best milker. UTILITY Double UNIT 
In addition, the De Laval Utility Milker enables sal ie ln 

De Laval dealers to meet low-priced competition with a aeokes colt 

better machine. Just as the De Laval dealer can get pele 


POWER PLANT. 


Built like an 
automobile . en- * 
gine. Provides 
economical 


all the separator business, he is now in position to get all 
the milker business, which is developing rapidly in 
all sections of the country. Sales possibilities are 





almost unlimited. ; Gea epeea 
tons of water for cleaning. _' 

; The De Laval Agency, always a great money maker, solution = 

is now more valuable than ever before. Get in tot-cups sere 

touch with us. ign Soutien | 





so it is alwoys 


The De Laval Separ ator Company DE LAVAL O1L.’ 


——) Mokes separators run , 








New York Chicago San Francisco FF) eaves ond tou longer | 
165 Broadway 600 Jackson Bivd. 61 Beale Street i tnd bel, nod 


label, milker pulso- pump oil. 














HARDWARE AGE for MARCH 6, 1930 











THE AXE THAT BUILT A GREAT BUSINESS 
AND A WORLD-WIDE REPUTATION 







The Kelly Brand on an axe or 
other edged tool means REAL 
VALUE: DEPENDABLE 
SERVICE. 


AXES 
HAMMERS 
HATCHETS 
ADZES 
PICKS 
MATTOCKS 
GRUB HOES 
BROAD AXES 
BUSH HOOKS 
GRASS HOOKS 
SCYTHES 
PERFECT a 
TEMPER \ ‘ 
The Best Known 
and Known as 
THE BEST 


Kelly Axe & Tool Co., Inc. 


CHARLESTON, W. VA., U. S. A. 
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These manufacturers 
are helping you by their adver- 
tising in POPULAR SCIENCE 
MONTHLY 


Boston V: ayo Co. (Kyanize) Boston, Mass. 
W. B. & J. E. Boice....... .. Toledo, Ohio 
|} suanee Sananeaie Tool Co Cicero, Il! 


Detroit White Lead Works. . Detroit, Mich. 
Parks Woodworking Mach. Co. 
Cincinnati, Ohio 
South Bend Lathe Works. South Bend, Ind. 
L. S. Starrett Company. Athol, Mass. 
l.utland Fire Clay Co. Satching P laster 
and No-tar-in-Roof Coating..Rutlan d, Vt. 
Addison Leslie Co., Plastic Wood 
Ce , Mass. 
Waco Tool Works.. Chicago, Il. 
Nicholson File Comps uny. . Providence, R. I. 
Peck, Stow & Wilcox Co.. Southington, Conn. 
Millers Falls, Mass. 
. Niagara Falls, N.Y. 
.Fitchburg, Mass. 
Bisa sk M ass. 


Millers FallsC ompany. 
The Carborundum Co. 
Simonds Saw & Steel Co.. 
Trimont Mfg. Company. . 
Remington Arms Co., Inc...New York, 
David Maydole Hammer Co., Norwich, N.Y. 
Up-to-Date Machine Works... .Chicago, Ill. 
Clemson Bros., Inc.... .. Middletown, N. Y. 
Smooth-On Mfg. Co. .Jersey City, N. J. 
The Stanley Works... .. New Britain, C onn. 
J.H Willis <n Co.........Buffaio, 
Bemis & Ca . . Springfield, Mass. 
Fayette R. Philadelphia, Pa. 
North Bros. Mfg. Co.. Philadelphia, Pa. 
Clayton & Lambert Mie. Co... Detroit, Mich. 
Chi impion Spark Plug Co..... Toledo, Ohio 
Moline Pressed Steel Co... ...E. Moline, Il. 
Delta Specialty Co. Milwaukee, Wis. 
Yale& Towne Mfg. Co... . umford, Conn. 
Loom Sharpe Mfg. G io. Providence. R. I, 
Black & Decker Mfg. Co . Towson, Md. 
American Screw Co. - Prov idence, R. I. 
Apco-Mossberg Cor ac tleboro, ‘Mass. 
Bridge port Hdwe. wh Co. iene: Conn, 
Lockwood Motor : . Jackson, Mich. 
Russia Cement Co. “(Le Page's Glue) 
Gloucester, Mass 
National Elec. ProductsCo.. New York,N.Y. 
Ar-Con Tool Co. . Toledo, Ohio 
Billings & Spencer Co.. ‘Hartford, Conn. 
Midland Appliance ‘orporation, Chicago, Ill. 
Porter Cable Machine Co... Syracuse, 
United Elec. Motor Co.. .. New York, N.Y. 
JI-.D.W allace & — 2 5 aver hicago, Til. 
H. Gertsner & Sons.......... Dayton, Ohio 
Gree nfield Tap& DieC “0.. Greenfield, Mass. 
Plomb Tool € vee . Los Angeles, Cal. 
oonee. Pratt C 0. .... Greenfield, Mass. 
E. Atkins & Co., Inc... Indianapolis, Ind. 
Ae ‘Disston & “ene Inc..Philade Iphia, Pa. 
Wooster Brush € Wooster, Ohio 
elchek Tool © ‘o., Cleveland, Ohio 
Sine A. Farrand, inc., Beriin, N, H. 
Savogran Co.. Boston, Mass. 


Baek. Inc.. : 








| 








99 


When foreman, shop superintendents and works 
managers demand a certain brand of tools, the 
executives who Okay the order recognize their 
preference. 


In selling tools to industries, it is necessary to 
reach those men who control production. And 
350,000 of these key men read Popular Science 
Monthly regularly. Leading manufacturers of tools 
and equipment advertise tothem in Popular 
Science Monthly. 
Hardware merchants can sell these men tools and 


supplies for their business as well as for their indi- 
vidual use. 


One hardware dealer in a small town that we 
know about does an annual business running into 
hundreds of thousands of dollars — with two local 
industries. 


If you would like to know how he did it, send 

for ‘‘The Story of a Live Wire Hardware Dealer 
Who Saw Industrial Business and Went Out and Got 
It.’’ Popular Science Monthly, 381 Fourth Avenue, 
New York City. 


Popular Science Monthly 
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Stanley Rules 


— most carpenters prefer them 





No. 32 


Boxwood Caliper, 
One foot, four folds. 







oni 
aa 


Pratap sods © { 












ae 


OR ae eat ee \ 
No. 126 


“Straight Edge” Rolled 
Aluminum. 6 inch folds. 














No. 68A 


Boxwood, Two foot, 
four fold, round joints. 





No. 426 


Cast Aluminum, 6 inch folds. 


a 





Pomme: Sane 
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No. 61A.- 


Boxwood, Two foot, 
four fold, square joints. 





Stanley Rules—one of the 
most complete and well 
known lines of Stanley 
Tools. Continual improve- 
ments have made Stanley 
Rules the favorite of crafts- 





men for years. Concen- 








No. 84 


Boxwood, Half Bound. Two 
foot, four fold, square joints. 


trate on the best known 
line, it’s easier to sell. 


Catalog No. 129 will be sent 
upon request 











No. 06 
“Zig Zag”, 6 inch folds, 


concealed joints. 








No. 156 


“Read-Rite” Zig Zag Rule. A new rule 
with figures reading from left to right on 
inside of rule. A favorite with builders. 





No. H06 


“Zig Zag” Hook Rules, 
6 inch folds. 








No. 206 


“Zig Zag” Extension Rules, 
6 inch folds. 


THE STANLEY RULE & LEVEL PLANT 











New Britain, Conn. 


STANLE 
TOOLS 
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“This catalog has been used by our buying departments con- 
sistently. It is exceedingly helpful because of the abbreviated 
form and the advantage of finding the names usually desired 
without wading through a mass of material such as appears in 
the ordinary buyers guide.” 


THE A. J. HARWI HARDWARE CO., ATCHISON, KANS. 




















JJ tHe New 1929-1930 ANNUAL EDITION OF 


Hardware Age Catalog 


lists more than 15,000 manufacturers of hardware and allied 
products under their product headings, alphabetically arranged. 
e More than 6000 additions and corrections give this indispens- 
able help to hardware buyers, greater value to jobbers and re- 
tailers than ever before. @ Also, nearly 300 leading American 
manufacturers have placed illustrated buying information near 
their product listings for the greater helpfulness of these hard- 
ware buyers.@ It gives us much pleasure to announce the recent 
publication of this specialized hardware buyers guide, de- 
veloped solely to fit the needs of the hardware trade. 


AARDWARE AGE CATALOG «© 239 W. 39th St.. New York City 








FREE BOOKS 


_- ee, ‘ 
for dealers counter or = ££, js ¥ i 
mail distribution. ‘‘The —~———— ° : ' ZC eS a eS r S 
Colorful Home”, illus- [ ¢ .- 
trated in colors, complete \ \ } 


mao. \ ane Everywhere Are 
Banking Bigger Profits Than Ever 


HERE’S room, right now, for a few more Dealers 

in the always growing Kyanize family—dealers 
who can, because of Kyanize backing, bank greater 
profits than is possible with any similar line. This 
opportunity is not for men who fail to visualize the 
profit and repeat sales possible as a Kyanize exclusive 
agent.... It is for men, with the judgment and vision 
to go after every sales opportunity in their com- 
munity ... Dealers with the determination to make 
every opportunity their own. Of such calibre are 
Kyanize Dealers—one reason why for 29 years the 
trade have regarded the Kyanize exclusive franchise 
as a distinct opportunity for constant specialty sales 
expansion and bigger profits. 
Introduced to the trade but a few years ago, one 
Kyanize product, among the many fast selling num- 
bers in the line, has far outstripped all ordinary 
enamels in profitable sales and consumer satisfac- 
tion. This is— 


Quick Drying 
LUSTAQUIK FINISH 


Without offensive odor—no expensive thinner required. 
A new enamel finish for wood-work, furniture and all 
interior surfaces — a beautiful, lustrous finish — water- 
proof and durable and easily applied over any surface 
—old or new— praised by customers and recom- 
mended to their friends—the greatest sales 

repeater ever placed on your counter. 
BOSTON VARNISH COMPANY 


Everett Station, Boston, Mass., U.S.A. 





Dries | TULIP RED 


The Adver | Dust Free in Sissi ibawgh Coit 
a = a : 60 minutes— aanmanamnenmmnatt 
is supplied with : ; hard in 4. hours 

Kyanize Lustaquik 

Finish. Many other a -—— i 


helps are s ie ¥ 
sat dares tees Beas a DEALER’S “Opportunity” COUPON Dealer's Name 
ee ee po Be +3 v . I am not a Kyanize Agent. I would like your Sales Plan 
helps. eg en | on Kyanize (without further obligation), if there is now 

| no active KYANIZE Agent in my trading locality. Town 


rr 





St. and No. 

















Whether you are the largest or the smallest dealer in 
your trading locality, ask yourself this question .. . 


New spaper 
Advertising 
A new plan of co- 
operative news- 
paper advertis- 
ing. Brings i 
new customers. 











Smart Colors |.” 
ad furniruge and woodwork 

a To 

Kyanize 
Lustaquik Finish 


WINDOW OR 
COUNTER 
CARDS 
(below) One of 
a series of strik- 
ing displays. 


Sixteen lovely shades—easy to 
sh on—no offensive odor 
waterproof and dry in 4 hours 





Dealer's Name Here 





heute No. 3021 Size 14” x 20”. 


7m : 
ALU AIUZE 


USTAQUIK FINISH 


Kyanize 


HOME SERY ict 


What other Franchise offers greater profit plus these— 


15 ADVANTAGES? 


]_ The right to use the new epoch making Sales 
Plan and its Slogan,—‘LOOK AROUND 
YOUR HOME-—YOUR GUESTS DO!’—the 
Plan which MAKES prospects and customers 
take brush-in-hand; forcefully suggesting new 
avenues of interior decoration and directly lead- 
ing to the sale of Kyanize over the counter. 
Admitted by all to have taken the trade by 
storm because no sales plan ever devised pre- 
sents greater opportunities for dealer tie-up. 
Exclusive and PROTECTED sales rights in 
a TRADING LOCALITY for Kyanize,— 
the acknowledged leader in Quick Drying Fin- 
ishes and Enamels, products of proven worth. 
A comprehensive and aggressive—‘move 
Kyanize off the shelf’—GENERAL AD- 
VERTISING PROGRAM reaching EVERY 
PROSPECTIVE buyer, irrespective of nation- 
ality, language or location. 
4. A campaign of nationwide MAGAZINE 
ADV ERTISING—treaching 38,000,000 read- 
ers during the best buying season. 
5 A Plan of co-operative NEWSPAPER AD- 
VERTISING — capitalizing the Kyanize 
Dealer in his exclusive trading locality. 
Four de-luxe PERSONAL LETTERS,— 
mailed first class postage to home owners, 
over the DEALER’S name,— illustrated in color 
and with special offer coupon. 
A five unit WINDOW DISPLAY, powerful 
and eye-compelling 
The finest of COLOR CARDS with large 
size, perfectly matched color chips, and in- 
structions covering every class of work on which 
Kyanize may be applied. 
Three new DE-LUXE BOOKS illustrated in 
actual colors, to help the Kyanize Agent be- 
come the leading finishing authority in his local- 


creates buying action. 


ity. One Book, “THE COLORFUL HOME”, 
answers every home-owner’s finishing problem ; 
one book “DREAM FLOORS” covers making 
old floors new looking and new floors better; 
one book, “TASTEFUL INTERIORS”, shows 
color combinations for every room in the home. 
These Books, for the exclusive use of Kyanize 
agents, are sponséred by the— 
10 HOME SERVICE DEPARTMENT. 
From this Department comes effective co- 
operation for Kyanize Dealers,—selling helps; 
informative literature; sales plans, etc.; advice 
on finishing problems in home, institution, fac- 
tory or office building. 
1 l The Kyanize ROLDART SYSTEM of 
FLOOR DECORATION. A NEW SALES 
PLAN certain to jump every dealer’s FLOOR 
ENAMEL Sales! Nothing like it ever presented 
to home-owners. Creates new uses for Kyanize. 
Two new Sales Plans, both over the 
dealer’s name, to sell MASTER PAINT- 
ERS. Each Plan has sold thousands of gallons. 
13 A new Sales Plan on KYANIZE MOTOR 
CAR ENAMELS, for use by Kyanize 
Dealers in localities where amateur brush 
wielders refinish the old “bus.” 
Kyanize DECAL TRANSFERS, widely 
imitated but never equaled! Minute Deco- 
rations to apply on work finished with Kyanize. 
Dozens of new and voguish designs, backed by a 
Sales Plan that brings ’em in and makes’em buy. 
m@ And finally, but greatest profit advantage 
of all, a COMPLETE LINE for both 
householder’s and Painter’s use of highest qual- 
ity Quick Drying Finishes; Interior and Ex- 
terior Floor Enamels; Ground Colors; Interior 
and Exterior Color Varnishes and Clear Var- 
nishes; Flat Wall Finishes; Flat Whites; Oil 
Stains. 


HERE will you find an opportunity to increase both sales 


and profit to compare with this? What specialty franchise 


LUSTAQUIK 


offers the opportunity enjoyed by the exclusive Kyanize 

dealer? Here are fifteen advantages available on an exclusive 
> | agency basis, which you can know more about if you will 
LT —_____ sign and mail the coupon. 
R HOME... Your Guests Do! < But act today. 


” @) BOSTON VARNISH CO. 


Everett Station 


DEPARTMENT 


FIN TS Hj 
aan 
| ; 


EE 








Four hours from the start—~it's dry! 


Boston, Mass. 


COLOR CARDS 
Large size infor- 
mative Cards at- 
tractively print- 
ed in colors. 
Supplied free in 
liberal quantities. 


Personal Letters 

Mailed first class 

postage over dealer’s 

name. Sent direct 

from factory to 

y dealer’s own mail 

— mali list. 


LILITM TLE 
LUSTAQUIK FINISH 








Advertisements in these National Magazines are telling over 38,000,000 readers 
f° 9 


the way to use Kyanize and .. . “Look around your Home—your Guests do! 
4 ee 
‘ ——— ‘ tat - 
; Gul Gentlemal 


ime} 





Wel THE SATURDAY |! od Houten tot 
, EV Ege 6 BOST Neeping | 
2 4. & 
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What to say about 
NICHOLSON FILES 


To a man on piece work in an industrial plant 
or to a buyer who must cut costs, the fol- = 
lowing information will be interesting. 
































Nicholson Files are made of a file steel of 
special analysis. Because of this steel it 
is possible for us to know what the 

annealing and tempering results are 
- going to be. 


wy As 

















The teeth of Nicholson Files are 
properly shaped and of the cor- 
rect height and pitch to en- 

sure superior cutting quality. Lass 















































It will pay you to empha- 
size to your customers 
these fine points about 

NICHOLSON FILES. 


NICHOLSON FILE 
COMPANY 


Providence, R.1.,U.S.A. 


OL 
<4 
U.S.A. 


(TRADE MARK) 








A File 
for Every 
Purpose 


oD 
~ 
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l CAMBRIA FENCE 


L EOHPENY 








BETH LEHEM with Cambria Fence. 


erection of the fence. 








A_ hinge - joint, cut- 
stay, standard field fence 
with tension curves to 
keep the line wires taut, 
and with long wraps at 
the joints. Cambria 
Fence retains its new 
appearance:a long time. 
It is sturdy and endur- 
ing, always uniform, 
and resistant to unusual 
weather conditions and 
hard use. 


CAMBRIA FENCE 


You can recommend Cambria Fence to customers without any reserva- 
tion. Cambria Fence is a woven wire field fence, made by a complete 
steel-making organization. It is as good fence as it is possible to produce. 
You have to sell Cambria Fence only once—after that your customers 
will always come back for the same product. Cambria Fence is rolled in 
a neat, uniform roll, not only facilitating erection, but giving the dealer 
a product that can be attractively displayed in the store. 

We recommend Bethlehem Steel Fence Posts for use 
These posts greatly simplify the 


They are made of new high-carbon 
STEEL) FENCE _ steel. Line posts are made in both Angle and Tee-Sections. 


End, gate and corner posts are made only in Angle-Sections. 
POSTS Bethlehem Steel Fence Posts can be used equally well for 
both temporary and permanent fence construction. 


BETHLEHEM 


BETHLEHEM STEEL COMPANY, General Offices: BETHLEHEM, PA. 


District Offices: New York, Boston, Philadelphia, Baltimore, Washington, Atlanta, Buffalo, Pittsburgh, Cleveland, Cincinnati, Detroit, Chicago, St. Louis. 
Pacific Coast Distributor: Pacifie Coast Steel Corporation, San Francisco, Seattle, Los Angeles, Portland, and Honolulu. 


Export Distributor: Bethlehem Steel Export Corporation, 25 Broadway, New York City. 
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LOCKS AND HARDWARE 


RADIAL DESIGN— 
MODERN—the latest ad- 
dition to the Sargent line of 


popular commercial designs 


Harpwake of solid brass or bronze is desirable 
for every type of building — but, in many cases, 
sales effort is needed to convince your customers 
of this fact. The greater beauty, durability and 
smoother operation of Sargent builders’ hard- 
ware of moderate price will help you make your 
arguments convincing. 

The new Sargent Radial design is modern, at- 
tractive, and an excellent example of good die 
work and finish. With a narrow escutcheon in 
wrought metal, it is a worthy addition to the other 
Sargent designs of this class. All illustrated on this 
page are intended for use in houses equipped 


from the dealer’s stock. They are especially suit- 


able for doors of 134” thickness; the screws hold 
firmly in the thicker wood above and below the 
mortise of the door. 

Sargent offers complete hardware equipment 


for every type of building operation from the 
largest office building to the most modest dwell- 


ing. Sargent & Company, New Haven, Connecti- 
cut; 94 Centre Street, New York City; 150 North 
Wacker Drive (at Randolph), Chicago, Illinois. 


SARGENT 
















RM—RADIAL DESIGN— MODERN 
A correct adaptation of the modern 
tendency in design, up to date and 
attractive. Made in wrought brass, 
wrought bronze, wrought steel. A 
choice is offered of either glass or 
metal knobs. 




















JH—JACKSON 


An attractive decoration for 
the modern American or 
Colonial home, authentic in 
design and smooth in opera- 
tion. With either metal or 
glass knobs. Made in wrought 
bronze, wrought brass and 
wrought steel. 


BK—BARCELONA 
Another new design of 
rugged charm, combining the 
popular hand-wrought ap- 
pearance with the perma- 
nence of solid bronze. Ap- 
propriate for any building 
of the cottage style—Span- 

ish, English, American. 


CK=CATALONIA 
Made of solid white bronze, 
permanently rustless, with 
a hand-forged, wrought-iron 
appearance that is lasting. 
The color will not change. 
It Will not stain or discolor 

the woodwork. 


AL=LANSDOWNE 


Of great artistic merit, in 
the style of the Adam 
Brothers. Appeals to home 
builders of taste who select 
their home equipment for its 
greater beauty as well as for 
its greater utility. Made in 
wrought brass, bronze, or 


steel. 


CJ—JEFFERSON 
A chaste Colonial design of 
graceful curves and simple 
lines. ‘To harmonize with the 
popular styles of Colonial 
decoration. A choice is of- 
fered of either metal or glass 
knobs. Made in wrought 
brass, bronze, or steel. 
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Write now for prices and 
deliveries on both the world- 
famous Coldwell dependable mowers 


and the complete new line of Coldwell low- 
priced models. Address your jobber or us. 












Progressive dealers are invited to send for the Cold- 
well proposition for 1930. Please address the Coldwell factory. 


Stock the Lawn Mowers with a 
Time-tested Reputation 


Coldwell Lawn Mowers . in all models . . 


Why? 
Because Coldwell Lawn Mowers represe 


. give you sales certainty. 


° 


nt the engineering skill and manufacturing ex- 
perience of an organization more than 63 years old in knowing how. 
Lawn owners everywhere know the name Coldwell. They have confidence in the time-tested 
reputation of Coldwell products. That’s why Coldwell Lawn Mowers are the largest selling 
mowers in the world. 


Now comes a complete line of Coldwell low-priced lawn mowers. 


In producing these ma- 
chines, Coldwell has given freely of its skill and long experience to provide the biggest value 
at the lowest price per unit to raise the standard of modern low-priced mowers to new 
high levels. 


A comparison will prove how well Coldwell has succeeded. It will pay you to stock this line 
and push it. All sizes. 





Manufacturers 


COLDWELL LAWN MOWER COMPANY, NEWBURGH, N. Y., U. S. A. 


of DEPENDABLE Lawn 
Hanp, Horse, Gasoine, 


Mo 


wers 
ELectric. 














HARDWARE AGE for MARCH 6, 1930 





63 out of JOO | 


NM DAVENPORT 


N Davenport, Iowa, there are 12,202 families who 
buy from local merchants—and 7,824 of them 
read The American Weekly every Sunday. 


In Braddock, Pa., 3,801 of the 6,889 families read 
The American Weekly—in Riverside, Calif., 2,836 out 
of 5,042, and in North Adams, Mass., 2,138 of the 
5,283 families regularly read The American Weekly. 
And so it goes right across the continent—influencing 
the greatest possible number of families. Read care- 
fully the panel at the right—think what that enormous 
circulation means to merchants everywhere. 


This magazine is the most important advertising 
medium in the world because it has the largest circula- 
tion in the world. With 6,000,000 copies each week, it 
is ¢wice as big as any other publication. 

When a manufacturer’s advertising appears in The 
American Weekly, display his goods prominently, and 
get a good-sized slice of the new sales it will create. 








What 1s 
The American W eekly? 


The American Weekly is the magazine 
distributed through seventeen great 
Sunday newspapers from seventeen 
principal American cities. It concen- 
trates and dominates in 536 of America’s 
812 towns and cities of 10,000 popula- 
tion and over. 

In EACH OF 18¢ CITIES IT REACHES ONE OUT 

OF EVERY TWO FAMILIES. 


IN 132 MORE CITIES, IT REACHES 40 TO 50%, 


IN AN ADDITIONAL 102 CITIES, IT REACHES 30 
TO 40%. 
In ANOTHER 117 CITIES, It REACHES 2 
TO 30%. 
, 
—but that’s not all. Nearly 2,000,000 
additional families in thousands of other 
communities regularly buy The American 
Weekly— making the unprecedented na- 
tional total of 6,000,000 families who 
read The American Weekly. 





TH EAN ERICAN 





Greatest 
Circulation 
in the World 
aS eS ey 


Main Office: 9 East 40th Street, New York City 


Branch Offices: Wriciey Bupc., CuicaGo... § Winturop Square, Boston ... 753 Bonnie Bratz, Los ANGELES ... 222 Monapnock 


Buipc., SAN Francisco... 12-231 GeneRAL Morors Btpc., Detroit... 1138 Hanna Bipc., CLEVELAND... 101 Marietta St., ATLANTA 




















Start thinking now of Spring and Summer profits — 
and that means think of NORTON Screen Door 
Closers! . . . A quick profit-maker and big business 
getter, the Norton Screen Door Closer is one of the 
fastest moving warm weather items .... And it’s a 
real value for your customers. Rugged and fool-proof, 
the Norton is good for season after season of the finest 
screen door closer service available . . . . A powerful 
steel spring working against constant pneumatic pres- 
sure swiftly and smoothly closes the screen door . . . 
without the slamming and banging usually heard when 
the screen doors are up . . . . Attractively packed in 
a neat green carton and finished in bright lacquered 


brass, it retails at around $2. How’s your stock? 


NORTON DOOR CLOSER COMPANY 
Division of TheYale& Towne Manufacturing Company 
2900 North Western Avenue, Chicago, Illinois 


—_= NORTON 
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Prepare now for 
another year of, 


PAGE 
PROFITS, 


PZ} 


* 





Now is the time to make sure you are well 
stocked with Page Lawn Fence to take full 





Perfection advantage of the big spring fencing season. Economy 
Since 1883 these tw gular styles have 
ee ey eee oe Tee Catan we popular sty , 36, 42 and 48 inch heights 


been known for their quality—for their quick 


A very opular_ design. ; 
ong r turnover—for their better profits. 


Close spacing of pickets at A moderately priced fabric 


that combines utility with 


sages eng no foothold Since 1883 thousands of dealers have han-, ginny Plan pe 
or children—proof against dled Page Lawn Fence because they know it eg: SAE 
dogs, eats and chickens. . 5 7 ’ : : nish unless otherwise speci- 
Furnished, painted green to brings them the bulk of the fence business fied. Furnished, painted 
order at slight additional in their community. green to order at slight addi- 
com. Order your supply now. Your name and ad- tional cost. 


dress brings prices and complete informa- 
tion. Write today. 


PAGE STEEL and WIRE COMPANY 
230 Park Avenue, New York, N. Y. 


District Offices: 
Chicago Pittsburgh San Francisco 


An Associate Company of the American Chain Company, Inc. 





In Canada: Dominion Chain Company, Limited 
Niagara Falls, Ontario 





a PAGE CunF ENCE 
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It Locks the Joints logether Permanently 


The KW 
LOCK JOINT 


TROLLEY TRACK 








Regardless of its length, your’ tightly that hangers operate 
trolley track can now be made = smoothly and trouble-free. 
practically a one-piece track, by The R-W Lock Joint can be ob- 
using the R-W Lock Joint. tained only with trolley track 
A perfected product of Richards- carrying the R-W trade mark. 
Wilcox, it locks the joints so Ask for it by name. 


Richards-Wilcox Mfé. (0. 


“A Hanger for any Door that Slides.” 
New Yack AURORA, ILLINOIS, U.S.A. Chicago 


Boston Philadelphia Cleveland Cincinnati Indianapolis St. Louis New Orleans Des Moines 
trite teelic) Kansas City Los Angeles SP ti ee vile tee! Omaha Seattle Detroit 


Montreal - RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, ONT Winnipeg 
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A new Brown & Sharpe Micrometer 
of interest to your mechanic trade 


Se ae RE 
DER aS ck es 














| No. 2A 


Range O to 1” by ten- 
thousandths of aninch. 


[BS 








Show this new Brown & Sharpe Micrometer Caliper to your 
mechanic trade. They will appreciate its simplicity—the ease 
with which ten-thousandths of an inch can be read by means 
of the widely spaced graduations on the auxiliary thimble. 


Incorporating an entirely new principle in construction, the 
No. 24 Micrometer Caliper has received the enthusiastic ap- 
proval of skilled mechanics. 

It’s new—it’s reliable—and it maintains the high quality of 
all Brown & Sharpe Tools. You can offer this new tool to 
your trade with the assurance of complete satisfaction to 
the user. 








Descriptive circular sent upon request. 


Brown & Sharpe Mfg. Co., Providence, R. I. 


Brown & Sharpe Tools 


4 *WORLD’S STANDARD OF ACCURACY” 
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Makes this stove 
COOK and SELL 


“ DUBL QUICK” 


VERY Nesco dealer backed 

by the largest multi-color 
selling campaign ever put be- 
hind kerosene stoves. 


The drive is on. Collect now 


Single Pages in while sales are doubling. 
Multi-color in The 


Country Gentleman 


Double Pages and 





Write or wire us or your jobber. 


NATIONAL ENAMELING & STAMPING CO., Inc. 
Executive Offices: 13 Twelfth Street, Milwaukee 
Factories and Branches 
Milwaukee, New York, Baltimore, Granite City, Ill., Chicago, 
New Orleans, Laurel Hill., L. I., Philadelphia. 


NESCO DeLuxe 


Kerosene Stoves &Ranges 


*WrTH ‘THE BCVE CAS CONTACT FLAM E” 





ne 
: 
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yclone’; 


REG. U. S. PAT. OFF 


WIRE SCREEN CLOTH 








Only 


FIRST QUALITY 










They look for 
the “Red Tag,” 
the mark of 
quality. 


4, 
HHH 


H 
,\ iP Hee 
ycione Hy 
MALLE. 
H 


“ned Tag . 


FENCE 
AND PRODUCTS 


Va TE 


4255725 


IS PRODUCED BY CYCLONE 


—a concern long famous for quality leadership. 
_—equipped with most modern facilities for producing the very finest wire 


screen cloth. 


—backed by the immense resources of the United States Steel Corporation. 


You have heard that the average man cannot tell 
the difference between various brands of wire 
screen cloth. But ANYONE will recognize the 
superior quality of Cyclone “Red Tag” Wire 
Screen Cloth. 


Look at the unvarying, perfectly uniform weave 
—the work of the most modern type of ma- 
chinery. Notice the galvanizing—your eye can 
see the difference. That’s because Cyclone uses 
a galvanizing process far superior to any other 
in existence today. Every process, every ma- 
chine used in making Cyclone Wire Screen Cloth 


is the most efficient and modern type known. 


Cyclone’s long-established reputation is your 


i, 


Cyclone Fence Company 


General Offices: WAUKEGAN, ILL. Branch Offices in All Principal Cities 
Pacific Coast Division: Standard Fence Company, Oakland, Calif. 
SUBSIDIARY OF 


m= UNITED STATES STEEL CORPORATION = 


guarantee of outstanding quality in every ship- 
ment. Your customers have found Cyclone 
Fence and Wire products to be the finest they 
can buy. This prestige will help you sell more 
Cyclone “Red Tag” Wire Screen Cloth. 


Cyclone “Red Tag” Wire Screen Cloth is made 
in but one grade—the highest. It is sold under 
the Cyclone name and distributed only through 
Cyclone jobbers. This fair and square policy is 
your protection. Local stocks in Cyclone ware- 
houses throughout the United States insure 
prompt service. If your jobber cannot supply 
you, write for the name of the nearest jobber 


who can. 









Quality Products 








AMERICAN BRIDGE COMPANY 
AMERICAN SHEET AND TIN PLATE COMPANY CYCLONE FENCE COMPANY 
AMERICAN STEEL AND WIRE COMPANY 

Pacific Coast Distributors—United States Steel Products Company, San Francisco, Los Angeles, Portland, Seattle, Honolulu. 


CARNEGIE STEEL COMPANY 


© ©. PF. Co. 1930 


PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES: 


FEDERAL SHIPBUILDING AND Dry Dock COMPANY NATIONAL TUBE COMPANY 









ILLINOIS STEEL COMPANY THE LoRAIN STEEL COMPANY 


MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & R, R. COMPANY 
UNIVERSAL PORTLAND CEMENT COMPANY 


Export Distributors—United States Steel Products Company, New York City 
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Each of the Publications 
of the U. B. P. 
Is Respected in its Field 


Metal Trades 
The Iron Age 
Hardware Trade 
Hardware Age 
Hardware Age Catalog 
Hardware Age Verified List 
Textile 
Dry Goods Economist 
Economist Buyers Directory 
Nugents 
Nugents Directory 
National Dry Goods Reporter and Dry- 
goodsman 
National Dry Goods Reporter Wholesale 
Chicago Buyers Directory 
Shoes and Hosiery 
Boot and Shoe Recorder 
Hosiery Age 
Jewelry and Optical 
Jewelers’ Circular 
Optical Journal 
Jewelers’ Circular Buyers Directory 
Automotive 
Automotive Industries 
Automobile Trade Journal and Motor Age 
Motor World Wholesale 
Commercial Car Journal and Operation & 
Maintenance 
Automotive Industrial Red Book 
Chilton Automotive Multi-Guide 
Chilton Aero Directory and Catalog, 
Chilton Highway Register 
Oil 
Oil Field Engineering 
Chilton Petroleum [land Book 
Toys 
Toy World 
Plumbing ©& Heating 
Sanitary & Heating Age 
Warehousing 
Distribution & Warehousing 
Insurance 
The Spectator 
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UNITED BUSINESS 


a e WEST 39th SiR EET 
A. C. PEARSON, CHAIRMAN F. J. FRANK 
ARNOLD L. DAVIS, SECRETARY 
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HARDWARE AGE AND THE NEW ERA 


The hardware merchant of today—a community distributor of utility merchandise— 
has displaced the old-time dealer who was primarily a mechanic’s headquarters. To- 
day 49 per cent ot the hardware merchant’s customers are women. 


A modern hardware publication must be attuned to this new tempo. The effec- 

tiveness of Hardware Age—the national business-newspaper of the hardware 
industry—is eloquently demonstrated by the continuous increase in net paid 
circulation and at the largest subscription price of any hardware paper in 


the country. 


In 1929 manufacturers used 50 per cent more advertising in Hardware 
Age than in all other national hardware papers combined. 
Founded 1855 


HARDWARE AGE 


A Unit of the United Business Publishers, Inc. 


239 West 39th Street New York City 


PUBLISHERS, INC, 
R K = 


N E W tee» Hs 
PRESIDENT C. A. MUSSELMAN, VICE-PRESIDENT 
F. C. STEVENS, TREASURER 
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CORBIN 


Wood Screws 
Drive Screws 
Coach Screws 
Machine Screws 
Set Screws 

Cap Screws 

Saw Screws 
Thumb Screws 
Hand Rail Screws 


Special Automatic Screws 
Machine Products 


Stove Bolts 

Tire Bolts 
Agricultural Bolts 
Sink Bolts 

Hanger Bolts 
Machine Screw Nuts 
Steve and Tire Bolt Nuts 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nuts 

Jack Chain 
Plumber’s Chain 
Register Chain 
Safety. Chain 
Furnace Chain 
Ladder’ Chain 

Sash Chain 
Escutcheon Pins 
Speedometers 


CORBIN 











UNIFORM QUALITY and ADEQUATE STOCK 


The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 
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A Door Stay and Holder which not only holds the door at right angles but keeps the door 
from being forced back beyond a given point—a necessity on entrance doors and doors hung in 


series without mullions. 
For further details write for our new No. 29 Catalog—which gives information on this and 
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SOMETHING NEW! 





Double and Single Acting Checking Floor Hinges included in the 


SHELBY LINE 


Manufactured by 


THE SHELBY SPRING HINGE COMPANY, Shelby, Ohio 


COAST REPRESENTATIVE Pond Hdwe. Specialty Co., Los Angeles, Calif. 
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The Universal Repair Drill 
(Fits the pocket as snugly as a hand ina glove 


Avni 





New York: 94 Reade St. 


Packed in a neat 
leatherette case. 
Out of the me- 
chanic’s way. Yet 
as easily within 
reach zs a pocket 
handkerchief. No 
delay. No con- 
fusion. No hunt- 
ing around for 
the proper drill. 


Makes friends 
with mechanics. 


Makes more sales 
for you. 


You have a good 
market for the 
universal Repair 


Drill in every @ 
garage, # 
building # 


home, 
public 
and factory. 


Can be ordered 
in quantity lots 
or in neat leath- 
érette sets as pic- 
tured here. 


Manufactured by 


London 
Fredk. 











and Leicester, England 
Pollard & Co., Ltd. 


France—Burton Fils. 











Weshing HE STANDARD |OOL (0. .cc=: 
: Geneva, Switzerland—Im-Fo-Sa 
552 W. Washington Blvd. * Successors to J. Lambercier & Co. 
TOOL 
co. 














Sell 10,000 Yards 





The handiness and safety of Union Rubbish 
Burners is recognized by anybody with a 
yard to clean up. When examined for 
quality the heavy steel wire welded top and 
bottom shows durability. When the price 
is named the good value closes the sale. 
Several sizes and types. All serve as 
baskets for accumulating trash until burned 
without re-handling. 


UNION SAFE-T Rubbish Burner 
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‘NOT SOLUBLE 
IN OILS OR 
GASOLINE 


DIXON'S G ITE SEAL 


14 COMMON USES 


in the average INDUSTRIAL PLANT 


Boiler Hand Hole and Manhole Plates 
Cylinder Head Joints of all types 
Oil Burning Equipment 
Pumps (Handling Non-aqueous Liquids) 
Gasoline Engines 
Diesel Engines 
Turbines and Generators 
Vacuum Pipe Lines, Joints, etc. 
Vapor Pipe Lines, Joints, etc. 
Air Pipe Lines, Joints, etc. 
Gas Pipe Lines, Joints, etc. 
Steam Pipe Lines, Joints, etc. 
(High pressure) 











EXCELS 11 WAYS! 


1—High Heat Resisting. It contains the same unsur- 
passed Flake Graphite from which the famous Dixon 
Crucibles are made. 


2—Hardens Quickly and sets as an inert mass in cold 
or moderate temperatures. 


3—Expands instead of shrinking when subjected to 
higher temperatures and permanently remains in an 
expanded state assuring -tight, leakless joints for 
years. 


4—Cannot be Dislodged by high pressures, suction and 
vibration will not readily loosen. 


5—Screw Thread Joints are permitted to be pulled up 
tight due to the excellent lubricating qualities of 
the graphite. 


6—Old or New Joints are held tight notwithstanding 
uneven, battered or worn threads. 


7—Contains No Acids or anything of a contaminating, 
poisonous or objectionable odorous nature. 


8—Will Not Flavor the solutions conveyed. 
9—Will Not Discolor the solutions conveyed. 


10—Simply Thin with Water. Contains no oil, grease, 
or acid. 


11—Does Not Ferment. Easy to keep without spoilage. 


Write for Circular No. 40-DS and Dealer Prices and Discounts 
JOSEPH DIXON CRUCIBLE COMPANY 


Jersey City Data New Jersey 
Est. 1827 

















For E 
ter’s Toy Bores Any arc of a circle 


Carpenter’s Tool Box 





FORSTNER 


Labor Saving 


AUGER BIT 





No other bit like it. Sells to carpenters and 
woodworkers as soon as shown. A wonder- 
ful tool. 


Combines many tools in one. Does the work 
of a chisel, gouge, scroll-saw or lathe. 


The Forstner Auger Bit is guided by its 
circular rim instead of its center, conse- 
quently it will bore any arc of a circle, and 
can be guided in any direction regardless 
of grain or knots, leaving a true, polished 
surface. 


Used for such work as core boxes, fine and 
delicate patterns, veneers, screen work, scal- 
loping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Sold singly or in convenient sets. Good 
profit. 


Send for Catalog and Discounts. 


The PROGRESSIVE MFG. CO. 
TORRINGTON, CONN. 
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March 2nd to 8th 


You still have time tostock || 
Winchester Rods and |ff 
Reels before the April | |= 
releases of our fishing ||f> 

tackle advertising. 








ETE EEEEEEE TEER ED AE 


———— 


April Magazines. 


NOTES TE. 


TRADE MARK 


Talking Points That Will 
Appeal to Every Angler 


The Winchester Bamboo Fly Rod shown be- 
low presents every desirable feature that can 
be included in a modern trout rod. The tip 
is fitted with an exclusive roto-ring tip-top— 
a hardened steel, chromium plated, circular 
top that rotates with the cast and distributes 
wear evenly about the circumference to pre- 
vent scoring. This tip has every advantage 


of the agate tip-top with no chipping or 
breaking. 


Other features of Winchester bamboo rods 
made in a variety of lengths and weights, are 
high grade, butt cut, Tonkin cane, browned 
by a special heat treatment that gives great 
strength, superb action, and a beautiful color, 
screw-type reel seats, serrated and waterproof 
ferrules, and expert attention to hang, whip, 
and balance. 








No. 6085—The Rod featured — a Le oh 





mt 2 
— a | tn “OY a 
by our color advertising in the = geagcs’ , 











nmtmmaanprmemnecsrceerc mony _~ereammameme 








Thousands of dollars have been spent to make it 
easy for you to sell this and the other rods of 
the Winchester bamboo rod series. Are you 
ready to pocket the profits? 


WINCHESTER REPEATING ARMS CO. 
New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 
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Today, saw users are particular about the saws they 
buy. Practically every carpenter and mechanic the 
world over is impressed with Atkins famous “SILVER 
STEEL” Hand, Rip and Panel Saws—the saws that 
have the Two-Way Taper Grinding which makes it 
unnecessary to carry a wide set; and the exclu- 
sive Mirror and Damaskeen polish. 
Atkins Nos. 53, 65, 400 and 401 are 
equipped with the world renowned 
Improved Perfection handle—the 
handle that prevents wrist strain 


and makes sawing fast and easy. 


A PERFECT SAW 
FOR EVERY PURPOSE 


E.C.ATKINS & COMPANY 








~ ‘Sure, its an Atkins” 


Other well-known Atkins brands are Nos. 50, 51, 52, 
64, furnished with Old Style Block Handle for those 
who prefer the old pattern. 


Remember, Atkins Saws are furnished in Regular 
Width, Skew or Straight Back, or in the Light, 
Narrow Ship Patterns. 

Make your next order read 
ATKINS. Try our profitable 
SILVER STEEL Hack Saw Blades 
which come to you mounted on card 
for immediate sale to machinists, 


garage mechanics, farmers, etc. 


WINDOW DISPLAY 
MATERIAL ON REQUEST 


INDIANAPOLIS 
INDIANA‘CU.S.A. 





Established 1857—The Silver Steel Saw People 
Machine Knife Factory: LANCASTER, N, Y. Canadian Factory: HAMILTON, ONT. 


New Orleans Portland 
San Francisco 


Memphis Atlanta Paris, 


Seattle Chicago France New York Vancouver, B. C. 
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HIBBARD, 


——SPENCER, | 
———-BARTLETT& CO. 





SOLE AGENTS FOR 
KINGS 
GREAT AMERICAN 
/ “QUICK SHOT,” 
acount 


POWDER. *% 


ARDY 
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IMPORTERS AND 
JOBBERS. 








Dealers will be Furnished 


OUR 


* 1887 - 
Gun or Fishing Tackle 
CATALOGUES 


UPON 
APPLICATION. 
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Cutlery, Nails, Tin Plate, 
HOUSE FURNISHING GOODS, 


Agricultural Implements, 


CUNS, RIFLES, REVOLVERS, 


Ammunition, Btc. 
. 22, 24, 26, 28, 30 and 32 LAKE ST., CHICACO. 


Friends for Sixty Years 


This old advertisement appeared 43 
years ago in a newspaper found among 
the personal effects of Henry Vieth 
of Lincoln, Nebraska, who founded the 
Henry Vieth Hdwe. Co. in 1869, and 
at that time began buying from us. It 
was handed to us by our good friend and 
customer, Fred Vieth, who is today 
carrying on his father’s business. 


Sixty years is a long time for business 
friendships to endure. 


This year marks the 75th anniversary 
of our business, and as we look over 
our current records, it is surprising to 
note the number of concerns with 
whom we have been doing business 
for upwards of more than half a 
century. 


If this proves anything, it proves 
there are such things as Loyalty and 
Friendship in business, founded on 
mutual benefit and understanding. 


Co-operate with the Wholesaler Who Co-operates with You 


HIBBARD. SPENCER. BARTLETT & 


SHI CAS SO 








Bead i sete cis nt 
CNET RRA STD 
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TRADE 


WINDS 


By LLEW S. SOULE 


The Fallacy of Inherent Advantages 


HE chain store systems of this country are 

now well organized. Through their associa- 

tion they plan to tell their story to the public. 
At its annual convention this association declared 
unanimously in favor of a proposed budget of $250,- 
000 to finance a program of education during 1930. 
It would seem from some of the articles appearing 
in magazines and newspapers that this campaign is 
already under way. Quite frequently we start to 
read what purports to be a news item, or the views 
of some so-called marketing expert, only to find what 
seems to be a cleverly camouflaged bit of chain store 
propaganda. 

Much of the so-called educational program re- 
ferred to is said to take the form of a syndicate 
bureau, the function of which is to prepare and 
broadcast publicity material through newspapers ; 
with it there is said to be a research bureau for dig- 
ging up material to be placed at the disposal of the 
press, and supplied to colleges, universities, etc. With 
this in mind, it might be well for hardware mer- 
chants to read very closely the editorial pages of 
their local newspapers. The editor of the local news- 
paper is not particularly interested in giving free 
space to any type of propaganda, and may appre- 
siate your calling his attention to items which you 
feel are of that type. 

Only recently we read an article wherein a re- 
search bureau stressed what it considered to be the 
inherent advantages of the chain stores. Among 
these advantages were: 

1. More attractive stores. 

2. Greater efficiency per person, due to the fact 
that chain employees have to produce. 

3. Full use of the self-service principle. 

4. Discounting of all bills. 

5. Mass buying. 

6. Simplified stocks. 

7. Facilities for finding new items. 

So far as we are able to see, there is nothing 
inherent about any of these advantages. Certainly 
there is no patent or copyright on attractiveness. We 
have seen individual independent stores which were 
far more attractive to us than any standardized chain 
unit. We are willing to concede that chain stores 
as a class are more attractively arranged than inde- 


pendent stores, but that disadvantage is rapidly be- 
ing overcome. At the same time we contend that 
the better class of independent stores are now more 
attractive than the chain units. 

In the matter of efficiency, we have our doubts. 
Chain store managers are generally efficient, so far 
as their limited stocks will permit them to be. How- 
ever, we would hesitate to call the average chain 
store clerks generally efficient. They are efficient 
in wrapping up something which the customer buys 
on his own imtiative. They are not as a class effi- 
cient in selling. As a rule, they display very little 
knowledge of the goods. 

On the other hand, the average retail hardware 
salesman has a fairly good knowledge of a great 
variety of hardware items; while he is far from 
being a master salesman, he undoubtedly ranks con- 
siderably higher in selling ability than does the clerk 
in the average chain store. The independent store 
is, on the whole, weaker in management, but the 
chain store advantage in this particular is not an in- 
herent one, and is at best only temporary. 

And hardware merchant can put the self-service 
principle to full use. At the same time he can aug- 
ment it with store service and intelligent selling 
methods. If he is*properly financed, he can dis- 
count his bills. Thousands of independent merchants 
regularly discount all bills. Any dealer can simplify 
his stock; any dealer can find all the new items he 
needs to brighten up that stock. We fail to see 
where chain stores have any divine rights in any 
of the advantages mentioned. 

Even mass buying is not an inherent advantage 
of the chains. Hardware wholesalers, either singly 
or in groups, can match the chain systems in mass 
buying of hardware items. Many such items can 
now be purchased by independent hardware retail- 
ers at prices which permit them to meet chain store 
competition. It will not be long until any retail 
hardware dealer who merchandises efficiently and 
discounts his bills will have no trouble in getting, 
through his jobbers, the benefits of mass buying. In 
other words, this inherent advantage claim is all 
hoakum. 

The publicity propaganda, however, is.real, and 
you all know what Barnum said. 













Whether or not 
construction in 
1930 will affect 
your tool trade, 
adequate win- 
dow displays 
devoted to tools 
will stimulate 
demand and 
help to make a 
larger number 


of people “tool 
minded” 


HE window display 

below was used by 
M. Steisel, Glen Cove, 
L. I. Here tools are 
shown to good advantage 
and the suggestion of 

quality is given. 


STIMATED construction in 
1930, as reported in Harp- 
WARE AGE, Feb. 6, page 145, 
in detail, indicates that building op- 
erations during the current year will 
doubtless establish a new high rec- 
ord. This is a significant prediction 
for hardware dealers who have tools, 
builders’ hardware and kindred mer- 
chandise to sell. An expenditure of 
seven billion dollars will be required 
in building activity alone, and with 
the addition of engineering projects 
and public works the total may 
reach a sum of nine billion dollars. 
Of course, any time is a good time 
to feature tools, for they are al- 
ways being used, but the present 
time is particularly opportune in 
view of the accelerated building ac 
tivity which is anticipated. Many 
people are now only awaiting favor- 
able spring weather to start exten 
sive building projects. 

One of the best known mediums 
for stimulating tool sales is the show 
window. Timely window displays, 
installed now, will start people to 


Let Your WINDOW DISPLAYS 


thinking about tools which will be 
required in the construction job they 
have in mind. If the tool displays 
are arranged early enough, they will 
serve to make a larger number of 
people “tool-minded,” and this will 
have a favorable effect on the gen- 
eral demand. Through such means 
it is also possible to start people to 
thinking about tools earlier than they 
would otherwise, which tends to 
lengthen the active selling season. 
It is also well to keep in mind that 
many home owners will be making 
repairs about their homes, which 
were necessarily neglected during 
the inclement winter months. 


Eves those who are not contem- 
plating any~special building project 
are vitally interested in tools, for 
the creative instinct is inherent in 
us all. That is the reason why at- 
tractive displays of tools intrigue the 
interest of young and old alike. The 
instinct is there, although perhaps 
dormant, and it is up to the hard- 
































ware merchant to make it an actu- 
ality through featuring tools often 
and effectively. 

Two excellent tool windows are 
shown in the incidental illustrations. 
Both are well balanced and are at- 
tractive enough to draw the eye of 
the passer-by. The common fault 
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Talk About TOOLS—NOW 


a greater share of their attention. 

To the home owner who enjoys 
making things as a hobby the dis- 
play illustrated of the Charles Kur- 
zon, hardware store, 97 East Hous- 
ton Street, New York City, has an 
especially strong appeal. The large 
sign occupying the center of the 





the tool bench. Directly 
beneath the tools and 
cards on the panels plans 
for making book cases, 
tea wagons, dog houses, 
etc., are shown. 

The modernistic tool 


display was _ recently 





Charles Kurzon, 97 East Houston St., New York, appeals to the home mechanic in this display. Tool kits of 


quality create or encourage a desire for ownership. 


with most tool windows has been 
carefully avoided —that of over- 
crowding the displays. Too many 
hardware dealers make the mistake 
of trying to show one sample of al- 
most every tool carried in stock. It 
is much better to display fewer tools 
to better advantage. This method 
also permits a series of tool win- 
dows, each different from the rest, 
which is conducive to closer inspec- 
tion on the part of the same people 
who pass the store regularly. They 
see different tools in each display 
instead of seeing all the tools in one 
display, and individual tools receive 


background imparts an added sell- 
ing punch, as it reads: “Make It 
Yourself — Everybody His Own 
Carpenter or Her Own Mechanic.” 
This makes both men and women 
stop and think of the many things 
they could make or repair if they 
were provided with the needed 
tools. A fitted tool bench is the cen- 
tral attraction, while fitted tool cabi- 
nets at each end lend a good balance 
to the display. Panels utilizing the 
display cards furnished by a well- 
known manufacturer of quality tools 
are used in conjunction with the 
tools themselves, at either side of 


used by the hardware establish- 
ment of M. Steisel, Glen Cove, 
Lorig Island, N. Y. The fact that it 
is rather unique in nature aids in 
making it a window that compels at- 
tention. The odd-shaped panels used 
on each side convey a modernistic 
effect in a pleasing manner. In the 
show card in the center a picture of 
a “skyscraper,” used as a decorative 
design imparts the building idea. 
Hardware merchants who will use 
either one of the windows. illus- 
trated and described as a criterion 
for a similar window of their own 
will have no regrets. 
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NATIONAL 


CHARACTERS _ by SAUNDERS NORVELL 


HE pictures in the Sunday papers of the Ameri- 

can naval delegation starting out for London re- 

mind one of the Mexican army on the move. 
In Mexico, when the army starts out to fight, they carry 
all of the women, children and household effects with 
them. When the army moves by train, as it may be warm 
and crowded inside of the cars, the soldiers, with their 
lady friends, ride on the top of the coaches. Therefore, 
military movements in Mexico are always picturesque. 

So, when our naval delegates lined up on the ship 
with their wives, sisters, cousins and their aunts, to- 
gether with their male and female secretaries, it was 
quite a little army. When this army arrived in London, 
the English were surprised at all the secretaries and 
stenographers wearing silk dresses, sheer silk stockings, 
expensive fur coats, etc., etc. This armament reduction 
delegation of the United States was, for the time being, 
the talk of London. 

It is somewhat confusing and rather amusing to read 
of these conferences. As I gathered the grand idea, two 
nations would go into conference with each other on 
their particular problems. A number of these confer- 
ences were going on in various places at the same time. 
Then there was a flying squad of “‘shock troops” held in 
reserve, and whenever any two nations came to a dead- 
lock, there was a hurry call, and the shock diplomats 
appeared at this conference and attempted to iron out the 
difficulties and differences. 


il eis conference, according to modern American 
ideas, has been in session a long time, and just about 
when we expected results, the ministry in France falls 
and everything for the time being is off. Now, all of our 
delegates, with their wives, mothers, cousins, aunts, secre- 
taries, stenographers, etc., etc., must wait for France to 
straighten out her new government before the “conver- 
sationes” can be renewed. This, of course, is all very 
irritating, but after all, London is a very pleasant place, 
and as I presume the United States government is paying 
all expenses for the whole crowd, no doubt they can man- 
age to survive, while six hundred Frenchmen in the 
House of Delegates cast a thousand votes for this, that, 
or the other thing. 

If it were not necessary to dictate these letters so hur- 
riedly, it would be interesting for me to look up infor- 
mation on record of the length of time various important 
conterences, congresses and diplomatic meetings have 
lasted in times past. I have a hazy memory of one im- 
portant congress that lasted for three years. I believe 
that was some time in the Middle Ages. It has been a 
rather common thing for some of these meetings, both 


clerical, lay, and diplomatic, to last for a year. The idea 
I am trying to put over is that even if this naval parley 
lasts much longer than we expected, there is nothing new 
or unusual about this when it comes to international 
negotiations. Also, if I remember correctly, in the old 
days when there was a congress, the high dignitaries of 
the Church or State attended with a long retinue and a 
great mass of baggage. In those days the high digni- 
taries would actually lease houses, furnish them and settle 
down to a real interesting gabfest and good time. 

All of this leads us to conclude that when one is travel- 
ing at the expense of someone else, probably there is no 
great haste, the appetite is excellent, and the tips are 
large. One outstanding admiral I note was taken sick 
and had to come home. This-is unfortunate, but I am 
inclined to believe the rest of our large party will remain 
to the finish. I do wish, however, and on this subject I 
write with deep feeling, that our delegates would wear 
suspenders and draw them up short, because it is a shame 
to see their trousers hanging down the way they do over 
the tops of their shoes, when the Englishman not only 
wears galluses but wears them short. I have. my share of 
national pride and so it always hurts me when I see a 
picture of our delegates lined up with the Englishmen, 
their trousers buckled over their shoes! 

* * “Sh * 

We have heard discussions pro and con as to the place 
ex-Chief Justice Taft should take in the Hall of Fame, 
as a President. I do not propose to enter into this dis- 
cussion, but I do wish to take this occasion, upon his re- 
tirement from the Chief Justiceship of the United States, 
to bear witness to the big heart, courteous manners, and 
gentle bearing at all times of William Howard Taft. 
Mr. Taft always had a very human side. He has always 
been considerate of others, and it may not be out of place 
for me to tell two stories about him that came under my 
personal observation. 


Som E twenty years ago, the Southern Hardware Job- 
bers’ Association held their annual convention at Hot 
Springs, Va. Mr. Taft at that time was Governor- 
general of the Philippines. He accepted an invitation to 
be the principal speaker at the banquet. I remember 
that in the afternoon of that day, a number of jobbers 
and manufacturers assembled in front of the hotel. 
That, let me remind you, was in pre-Volstead days. As 
we sat around a large table in the Casino telling stories, 
a gorgeous mint julep was served to each gentleman 
present. I can remember, as if it were yesterday. When 
the Governor of the Philippines buried his face in the 
mint and then slowly placing his goblet on the table, he 
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said in a dramatic voice: “If I were king of this country, 
I would destroy every distillery and brewery brick by 
brick. I would run every drop of intoxicating liquor 
into the sewers. If I were king, I would make this en- 
tire country bone-dry from coast to coast, but if there is 
anybody here who says that this mint julep is not a darn 
good drink, I think he is a fit subject for the insane 
asylum.” 

No doubt some of the gentlemen who were present at 
that sitting will remember this incident. How little Mr. 
Taft then realized that some day he would be President 
of these United States, and how little he realized that the 
government would be engaged in an attempt to make this 
country bone-dry from coast to coast. Of course, Mr. 
Taft was speaking jokingly, but his remarks remind us 
of the old saying that “Many a true word is spoken in 


jest.” 
* * * 


Ler me tell another very human incident that came 
under my observation. Mr. Taft, when President of the 
United States, was visiting St. Louis. A merchant of 
St. Louis happened to be on the Presidential reception 
committee. Mr. Taft was to arrive on an early train. 
This merchant of St. Louis arose early, donned his cut- 
away coat and striped trousers, and on his head placed 
his “topper.” He grasped his gloves and his stick and 
proceeded to take his car to the railroad station. His 
little girl Mary, just seven years old, happened to be on 
the front steps when she saw her father so gorgeously 
arrayed so early in the morning. She cried out: “Why, 
daddy, where are you going all dressed up?” “Ah,” re- 
plied this merchant as he-expanded his chest, “I am just 
going down to meet the President of the United States 
at the station.” ‘All right,” said Mary, “Give him my 
love.” So, during that day, as the President was driven 
around the city (we always do that), this merchant de- 
livered the message from Mary. President Taft smiled 
and said: “That was very sweet of her.” 

That night, after various receptions and meetings, 
there was a grand banquet at one of the leading hotels. 
President Taft made a long speech. In front of him on 
the table was a great bunch of long stemmed American 
Beauty roses. Before him was a place card upon which 
was written simply “The President.” Of course, at this 
table the most distinguished citizens of the city sat with 
the President. Our merchant, the father of Mary, hap- 
pened to have a seat way down at the end of the table. 
He was there all right at the Speakers Table, but if the 
leg of his chair had moved one inch, he would have 
fallen off. Anyhow, he was among those present. The 
interesting part of this story follows: When the Presi- 
dent had finished his long address, he took his seat, and 
then after the applause had somewhat subsided, he took a 
pencil out of his pocket, turned over the place card in 
front of him and wrote. Naturally, those around him 
wondered what he was writing at such a time as this. 
Then the President rose from his chair, reached out and 
gathered a dozen of these beautiful American Beauty 
roses in his arm, leaned forward and beckoned to the 
merchant at the end of the table to come. Imagine this 
merchant’s surprise when President Taft handed him 
these roses accompanied by the card. “Give these roses 
to Mary,” said President Taft, and on the card, it was 


afterwards learned, the President had written: “My dear 
Mary: 

“It was sweet of you to send your love. 
these roses with the love and best wishes of William 
Howard Taft.” 

Mary, who today is married and has three children of 
her own, still carefully preserves this card written by the 
President of the United States, and she also has pressed 
one of the roses sent her by the President. It seems to 
me that this is an unusual story, because one must re- 
member that that day the President was a very busy man. 
He met hundreds of people. He was pushed this way 
and that. He had a great speech to deliver. He was the 
hero of the hour. Nevertheless, all that day he had re- 
membered little Mary and he had not forgotten to send 
her his greetings with the roses when his day’s work was 
done. So, as time has passed, and Mary has learned of 
the illness of her President, she sympathizes, as do thou- 
sands of others, with this loving and considerate man 
who, having filled the highest offices in the gift of the 


nation, has not forgotten the human touch. 


Please accept 


As this letter happens to be more or less about national 
characters and national affairs, I must say I got a good 
hearty laugh when President Hoover gave some of our 
statesmen a breakfast, and then informed them they must 
cut down their appropriations or the tax rate would have 
to be increased 40 per cent. What a cold shower bath 
that must have been to these gentlemen who are so much 
interested in bestowing courthouses, postoffices and other 
improvements on their respective communities. Some 
time ago, I remarked when certain industrialists visiting 
here in the United States were flying very high that some 
of these days they would be confronted with a balance 
sheet, and when they had read that balance sheet, some 
of the feathers would moult off their wings. All these 
prominent merchants went to Washington and everybody 
was going to spend money everywhere. Can you, there- 
fore, blame our statesmen for taking the matter seriously 
and running a few items in the expense account of the 
United States in the way of extra appropriations ? 


Now that everything is lined up nicely for the grand 
jamboree of spending, it is certainly hard and cruel to 
be asked to breakfast and reminded that there is such a 
thing as a budget and possibly a deficit, and that our 
home towns will have to go without that new postoffice 
for another year. There was a time when to be invited 
to breakfast at the White House was an honor that could 
be accepted with keen anticipation of buckwheat cakes, 
maple syrup and a pleasant time, but those days have now 
all passed away. These White House breakfasts today 
are loaded. When you go, you are liable, along with 
your hot buckwheats, to get a cold dose of unpalatable 
facts. The next thing we know our statesmen who attend 
these breakfasts will all be suffering from indigestion ! 
* * * 

Do tell! Do tell! When I write about Chief Jus- 
tices, I must not forget that I have also had the pleasure 
of meeting Chief Justice Charles Evans Hughes. I met 
him under very peculiar circumstances. During the war, 
here in New York City, he was sitting as a Judge or 

(Continued on page 116) 
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HIS speed Italic alphabet is recommended to all 
| beginners in their first attempts at show-card 
writing on account of its natural writing slant. 
While practicing lettering on a slant, the beginner will 
soon acquire the “swing” of the brush, which is abso- 
lutely necessary in order to produce show-cards with 
any degree of speed. After the beginner has mastered 
the hasic strokes of this alphabet, which are shown at 
the bottom of the plate, he will then be better able to 
connect these strokes in forming the 26 letters of the 
alphabet. 

In starting to practice, rule off the entire surface of 
practice sheet with slanting guide lines; these should 
he about the width of a No. 12 brush stroke apart, 
keeping about the same degree of slant as shown on 
alphabet plate. This system will help the beginner to 
keep a uniformity of slant and width of stroke to each 
letter. The brush should be worked out to a chisel edge 
each time it is dipped in the ink. Dip it at least three- 
quarters the length of the hairs. 

The reason that some beginners experience difficulty 
in keeping their brush in a flat chisel edge shape is that 
they thin their ink too much with water; this reduces 
the strength of the glue binder and, naturally, the body 
of the ink. Use a bottle for water, cut a “v” out of the 
cork on one side, and add a few drops of water at a 
time when ink become; too thick. 

The advantage the beginner has in learning this Italic 
alphabet is that he learns all the elementary strokes used 
in every design of Roman letters. After once acquiring 
the natural “swing” of the brush, it is not so difficult 
to acquire the knack of making straight, upright letters. 


Make 


ITH the coming of Spring everyone is consciously 

or subconsciously concerned with brightening up 
his premises. It is, therefore, all-important for the dis- 
play man to carry this thought into his displays. One of 
the most effective ways to do this is to introduce the 
proper colors in order to suggest the important change 
in the seasons. 


JOWITT 


The accompanying alphabet plate demonstrates that 
the easiest way for the beginner to establish a uniform 
slant to his lettering is to rule the entire lettering surface 
of the card with accurate slanting lines, the space 
between lines to be determined by the width of the 
lettering brush used. 

The legibility of this type depends to a great extent 
on the uniformity of the slant given to the letters. The 
beginner should first draw light pencil guide lines of 
any desired degree of slant and proceed to make all 
downward strokes as nearly as possible conform to the 
one degree. 

Hold the brush or pen the same way you would a 
pencil or fountain pen. In other words, use a free arm 
movement, connecting each letter by a sharp spur. The 
brush should be flattened or wiped out each time after 
dipping in ink before applying the stroke; this is to dis- 
tribute the ink well into the “heel” of the brush and 
bring the hairs at the end to a square chisel edge. The 


Use of Spring’s Advent to Put 


There are certain colors that are associated with the 
idea of spring more than others, and these are used with 
telling effect by the most experienced window trimmers 
and show card writers. Take, for instance, the lavenders 
that Fifth Avenue uses so much at this time. Lavender, 
you say, is not suitable for hardware displays? This 
objection is removed by the addition of color leaning 
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penciled guide line may be eventually erased with a piece 
of art gum. 

At the bottom of the alphabet plate is shown the com- 
plete stroke exercises; these strokes comprise every 
essential stroke used in forming the entire alphabet. The 
beginner should concentrate his practice work on these 
elements before he attempts to form the perfect letters. 

The “feel” of the brush can only be acquired through 
practice, just the same as a beginner learning to shift 
the gears of an automobile, after he has learned the 
“feel” of his car, will be able to shift easily and with- 
out noise. 

The wonderful success of the army vocational schools 
in teaching show-card writing to the disabled soldiers 
clearly demonstrates the fact that it is a mistaken im- 
pression that this art requires inborn talent. Among 
some of the students that the writer has taught were 
colored soldiers who had had little or no training at 


toward the purple. Greens are also good at this time and 
may be combined with a judicious use of yellow—not too 
much. 

The idea is closely tied up with the temperature. As 
we leave the cold weather behind, when we used warm 
colors to contrast it, and move toward warm weather, 
when cool colors will be welcomed in the mind of the 





J 


Sarp 





ICTURE these show cards in three tones of 

green or three tones of purple. They are 
spring colors and will make your show cards 
work much more effectively by suggesting force- 
fully the change to warmer weather. 


anything. After two months’ training, it was astonish 
ing what legible and artistic work these fellows produced. 

The first thing to consider is a place to do the work, 
of course; a good supply of natural light is much bet- 
ter than gas or electric light, both for the eyes and for 
good judgment in laying out the work. If it is not con- 
venient to work by natural light, have the artificial light 
placed directly over you; this will prevent any shadow 
thrown upon your work. 
to have a regular table built just for show-card writing, 
but, if possible, the writer advises a portable drawing 
hoard with a slanting top, which may be conveniently 
placed anywhere where time and space permits. This 
board should be constructed in the following manner : 
The size of top should le about 22 x 28 inches; this is 
the exact size of a full sheet of cardboard. Nail a strip 
of wood about 10 inches wide at the top, underneath, 
and another strip about 1% inches wide at the bottom 
of the board; this will give the cgrrect pitch or angle 
for general show-card writing. 

It is always advisable to make a pencil sketch or lay- 
out of the reading matter to go on the card; in doing 
this remember to allow a liberal amount of border space 
around the edge of card, for, no matter how well a show- 
card is lettered, if it is badly balanced it fails primarily 
in its object of holding the reader's attention. 


It is not always convenient 


Color and Interest Into Your Show Cards 


customer, we find ourselves in a period of transition be- 
tween the two. Hence, we use a combination of warm 
and cool colors, leaning to the cool. As mentioned above, 
the various tones of purple are obtained by a combina- 
tion of red and blue—warm and cool colors, respectively. 

The favorable effect of such seasonable colors is often 
underestimated. 
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HE view at 

top shows the 
clock tower of 
Amsterdam, one 
of the historic 
places of the city. 


Immediately _ be- 
low is a_ view 
taken by the 
author showing 
the way tourists 
see Amsterdam. 
Canals run down 
the middle of the 
street. 


The lower pic- 
tures show the 
picturesque Hol- 
landers as_ they 
live. 





IN HOLLAND 


Dake & Zoon, Amsterdam, Holland proves interesting 


discovery to American visitor to that city. Read her story. 


By LUCILLE E. Maa2NAUGHTON 


ITTLE did I think when I was circling above the 
city of Amsterdam in a great tri-motor Fokker 
monoplane, preparatory to landing in that quaint, 

ancient and very interesting city, that I would soon visit 
one of the most interesting hardware and house fur- 
nishings stores it had ever been my pleasure to enter. 

Imagine if you can, a tall, wide store, whose windows 
look out upon the ever-changing scene presented by a 
wide canal with boats, launches, scows, from which mer- 
chandise can be delivered almost to your door, from the 
far corners of the globe, and you have a mind’s picture 
of the seven-story building which has housed L. Dake 
and Zoon, Specialists in Huishoudelijke Artickelen, which 
means household articles, for the past one hundred years. 

Here in gay windows, filled with flaming pottery, 
queer gnomes and shining brasses, is presented to the 
eye a wonderful array of interesting merchandise. We 
saw familiar egg cutters which at one swoop cut an egg 
in neat, even slices, and just beyond was a similar slicer 
which cuts a tomato just as neatly. We saw pepper 
grinders, reminding us that some of the European people 
like their spices so fresh that they are willing to grind 
them right at the table. Further along we saw egg baskets 
for boiling eggs and with an hour glass attachment for 
timing. Wire glove stretchers bespoke a thrifty note. 

Then we saw many things that are typical of Amster- 
dam, and the gentle, thrifty Holland Dutch people who 
inhabit this watery country which they have dubbed the 
“Venice of the North.” 

Where in America would we find a mender for a 
broken tea pot spout? Here in Holland is a new spout 
and a piece of rubber tubing for attaching it to the old 
tea pot. Where but in a country where tea is the great 
beverage that it is in Holland would we find a whistle 


(Continued on page 92) 


What is called, in 
Holland, a Fluitketel 
is to the American a 
tea kettle with a 
whistle. 
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EFFICIENT METHODS 
ESSENTIAL IN 1930 


VWvvvwy “There is no change in the essentials for 1930. It is 
simply a matter of doing the job in 1930 that we should have done 
in 1929 and that we should have done in 1928. 


WVvVvWvy “The first essential in the department-store field is 
good management. * * * My thought of good business organization 
is placing your people in such position that they receive and trans- 
mit the impact of management. They must be in position to receive 
and transmit the impact of management. 


WvVVY “The second thing is this—the worst fault of manage- 
ment is to know what to do and fail to do it. It is no kindness when 
you recognize that a certain executive, a buyer, a certain anybody 
in the store, in whose hands is placed an important function, can- 
not make the grade, to temporize. I think we must establish the rule 


(surrounded and limited, of course, by all those kindly prompt- 
ings, all those considerations which one must have for folks who 


have been in the business a long time) by pensions or whatever 
means we can do it, as in merchandising, to clean as you go. The 
moment we realize a person will not fit, let’s tell that person, let’s 
give him the chance to sell his energies and his effort in some more 


favorable market. 


VWVUVVYG “The next essential is clean inventories. I dare say 
out of perhaps a score of stores in this country there isn’t a store 
that knows what a clean inventory is. Therefore, I say that for 
1930 a proper, right, effective, quick, inexpensive method of stock 


control is absolutely important. 


VWUVVY “The fourth big essential is sales promotion. I think 
that we are going to need 50 per cent more effective sales promo- 
tion in 1930. I don’t say 50 per cent more advertising, or 50 per 
cent more sales-promotion effort, but I do say 50 per cent more 
effective effort and 50 per cent more effective advertising.” 


Wvvvey Mr. Hahn closed his talk with the plea that retail 
merchants keep an optimistic determination to do business during 


1930. 
—Lew Hahn, addressing 


N.R.D.G.A. convention. 


RADAMA A A A 











HARDWARE AGE for MARCH 6, 1930 








WARREN A. SLACK 
Retiring President 


ENSATION skipped to the plat- 

form of the Michigan hardware 

convention and set the meeting 
afire. Sensation appeared in the per- 
son of Winfield .H. Caslow, “The 
Main Street Crusader,” of west-cen- 
tral Michigan anti-chain-store radio 
broadcasting fame. He talked himself 
limp on this thermal theme: “Can the 
Syndicate Be Whipped? And How?” 

At the end of the speech the hard- 
ware men jumped up and nearly blis- 
tered their palms with applause. After 
Mr. Caslow had thanked them, they 
stood again and clapped. Things just 
like that don't often happen at a trade 
convention. 

Though he attacked the chains, or 
syndicates, as he preferred to call 
them, without mercy, the fiery speak- 
er also said sharp things about the 
shortcomings of some independents. 
“[ am not interested in whether the 
merchant makes a nickel or a mil- 
lion,” he vowed, “but I must be with 
him in order to save my own skin. 
I speak for the ultimate consumer. 
It is fitting that, at last, the ultimate 
consumer should be represented at 
such a meeting of merchants as this. 

“People cannot save money buying 
cheaper and cheaper goods when 
everybody else is doing the same 
thing. I regard the independent mer- 
chant as the economic Minute Man 
who is saving the country’s business 
for democracy. Yet the merchant 
can be no better than his boss, the 
consumer.” 

Here the “Crusader” drew a fervid 
parallel between the imperial and 
democratic ideas of government, ap- 
plying it to the economic field. He 
declared the syndicates to be both 
imperialistic and monopolistic in form 
and concept. 

“In Grand Rapids,” he said, “we 
have the chains on the run.” After 
the session numerous local merchants 
declared that to be the case. His 
speech was the talk of the convention. 


MICHIGAN DEALERS 


HOLD 


GRAND RAPIDS 


MEETING 


The sessions were held in the ball- 
room of the Pantlind Hotel, Grand 
Rapids, Feb. 18, 19, 20 and 21. These 
new officers and directors of the 
Michigan Retail Hardware Associa- 
tion were elected: 

Louis F. Wolf, Mount Clemens, 
president. 

Waldo Bruske, Saginaw, vice-presi- 
dent. 

Members of the executive board: 
Warren A. Slack, Bad Axe; Harry 
Spendlove, Merrill; William Dillon, 
Detroit; L. B. Gee, Whitehall; Her- 
man C. Meyer, Boyne Falls. 

Many exhibitors showed their goods 
in the adjoining halls. “Between 
seven and eight hundred dealers at- 
tended the convention,” said Secretary 
Arthur J. Scott of Marine. 


-_— liked the Grand Rapids 
brand of hospitality so well that they 
decided to return next year. A thou- 
sand merchants and salesmen and 
their ladies were banqueted Thursday 
night in the Coliseum. Dr. John L. 
Davis, of New York City, addressed 
them on “The Dimensions of Life.” 
President Warren A. Slack, Bad 
Axe, in his 
opening ad- 
dress said in 
part: 
“Competition 
for the Smith 
family dollar 
has never been 
so intense. It 
is no longer 
warfare 
among indi- 
viduals; whole 
industries are 
aligned in bat- 
tle array. It is 
fast changing 
the complex- 
ion of every 





A. J. SCOTT 
Secretary 


LOUIS F. WOLF 
Elected President 


man’s business. But we have the con- 
solation that we are not alone in our 
troubles. The manufacturer, the 
wholesaler, the chain store and the 
department store have their problems 
the same as we do. 

“The larger the business, the 
greater the problems to be solved. 
Yet we hear and read of the tremen- 
dous progress made by the so-called 
mass distribution agencies. What has 
heen the effect of it all on the inde- 
dependent hardware retailer? The 
annual survey shows that in 1928 a 
larger proportion of hardware deal- 
ers made a profit than in the two 
previous years. 

“It is a most interesting world, this 
new world of business. It simply 
keeps us on our toes. It keeps us 
planning ahead to meet the changes 
as they arrive. During the year | 
have met and talked with many re- 
tailers and some wholesalers through- 
out this State; and I am more than 
ever convinced that the problems of 
the independent merchant are not be- 
yond solution. 

“Some of the manufacturers and 
wholesalers are beginning to realize 
that they, too, have an important part 
to play in this retail warfare; they, 
too, realize that where economy and 
cooperation prevail there is no better 
method of distribution than through 
the manufacturer, the wholesaler and 
the retailer. But all must work in 
harmony with one object in view—the 
ultimate consumer.” 

R. J. Atkinson, Brooklyn, N. Y.. 
past president of the National Retail 
Hardware’ Association, urged the 
maximum of individual effort. In his 
address on “My Customer,” Mr. 
Atkinson declared: “The only Moses 
who can lead you out of the wilder- 
ness is the one you see in the look- 
ing-glass every time you shave. 

“How many hardware men have 
passed up a profitable item because 

(Continued on page 68) 
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STON CONVENTION 
NSTILLED CONFIDENCE 


ASHING machines, show 

cases and tables, store ar- 

rangement, lighting, discounts 
to customers, and the many other 
problems usually discussed at hard- 
ware conventions had their usual place 
at the thirty-seventh annual conven- 
tion and tercentenary hardware ex- 
hibition of the New England Hard- 
ware Dealers’ Association in Boston 
on Feb. 20, 21 and 22, in Mechanics 
building. But the thing that one 
brought away with him from the con- 
vention, that probably was more im- 
portant and helpful than anything was 
“confidence.” 

Confidence in the future of busi- 
ness, and in the members of the as- 
sociation in themselves bristled—it 
made itself conspicuous every one of 
those three days of discussion and 
reasoning ; the very air was permeated 
with it. Needless to say, the 
convention was a_ success 
from any angle one might 
look at it—it could not be 
otherwise. 

It is evident, among New 
England hardware dealers, at 
least, that the bugbear of 
competition from chain stores 
and mail order houses is rap- 
ily evaporating. It was open- 
ly stated, and generally felt, 
that the independent mer- 
chant has a great future 
ahead of him; that the inde- 
pendent merchant has made 


CALVIN M. NICHOLS 


Treasurer 




















L. E. JACOBS 
Ist Vice-Pres. 


greater strides in solving mer- 
chandising problems than any 
other class of business institu- 
tions. That there is every rea- 
son to believe that the inde- 
pendent merchant has exactly 
the same chance of surviving 
as does the chain store, and, 
in all probability, a greater 
chance. 

President Robert H. Russell, 
Mass., presided at 
the opening convention  ses- 
sion; Vice-president Russell 
M. Sanders at the Friday ses- 
sion, -and Vice-president Les- 
lie I. Jacobs at the Saturday 
meeting. 

Chain stores, as pointed out re- 
peatedly, have just about reached the 
zenith of their upward progress in 
the business world. And it was fur- 
ther brought out that 
the chain 
not have one 
principle in merchan- 
dising that cannot be 
applied to advantage 
by the independent 
merchant provided he 
sees fit to apply it. In 
other words, it was 
quite evident at this 
Boston convention, 
that the average hard- 
ware dealer, at least, 
is meeting competi- 
tion as it exists today: 
is surviving ; and hav- 
ing met and overcome 
conditions has estab- 
lished in his particular community and 
in his own mind that he is a perma- 
nent business figure. 

Aside from the spirit of confidence 
found during the convention, perhaps 
the next most impressive development 
was the general realization that the 
hardware merchant has arrived at a 
point where a decided change must 
be made in the collective class of 
goods carried. Such a change is en- 
evitable in the small town hardware 
store as well as the city, because New 
England is perhaps more densely set- 
tled and populated than are sections 
of the central and far west and south- 
ern States, and naturally competition 
is therefore keener. 

Most every hardware dealer in 
New England is aware of the fact 


Holvoke, 


stores do 
basic 
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Secretary 


that at least 40 per cent of the mer- 
chandise purchased in cities, and 70 
per cent in small towns is bought by 
women; that they spend, on an aver- 
age, 90 per cent of all the many bil- 
lions of dollars put into circulation in 
this country every year; that they play 
a vital part in hardware business to- 
day. 

And, as pointed out, why should not 


the woman spend man’s earnings: 





W. H. McGAW 
2nd Vice-Pres. 


She has a highly developed shopping 
instinct; she is a bargain hunter no 
matter if she is rich or poor (the rich 
are said to be the biggest bargain 
hunters) ; she will, in her opinion, get 
(Continued on page 70) 
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SAN FRANCISCO WAS SCENE 
OF CALIFORNIA CONVENTION 


HE question of competition 

from. public utilities on the sale 

of gas and electric appliances 
vied with business control as the chief 
discussion top for dealers assembled 
in annual convention of the Califor- 
nia Retail Hardware and Implement 
Association, held in San Francisco, 
Feb. 18, 19 and 20. 

Practices and viewpoints of deal- 
ers thoroughly expressed and frankly 
discussed on the convention floor in- 
dicated that the California hardware 
retailer was awake to the problems 
confronting him in his business and 
was determined to make a still more 
creditable showing in his business for 
the year 1930. 

The convention was opened with 
President Frank Barcroft’s address in 
which he briefly presented a summary 
of the national meeting at Oklahoma 
City and then announced the program 
as that of a “dealer’s convention” 
with a minimum of speakers and a 
maximum of open discussion. 

As soon as Secretary Leroy Smith’s 
report had been heard and the neces- 
sary committees were appointed by 
the chair, the meeting was thrown 
open for discussion. W. F. Jamison 
of Ukiah introduced the subject of 
competition from public utilities on 
the sale of stoves, ranges and house- 
hold appliances. F. L. Parker of 
Chico said that fortunately sales in 
his locality were placed through deal- 
ers even though secured by salesmen 
of the power company. L. S. Denius 


of Vallejo admitted that competition 
was felt similar to that complained of 
by Mr. Jamison in his territory. He 
found it advisable to push the sale of 


combination ranges which the utility 
did not sell in order to get a fair 
share of the range business. On 
standard ranges, the small down pay- 
ment and the length of time over 
which payments were spread in se- 
curing a sale by the power company 
made it hardly worthwhile for the 
hardware dealer to compete with 
them. 

Hobart Beatty, of Clinton, IIL, 
past-president of the National Asso- 
ciation, entered the discussion to tell 
of his own experience. He said that 
the power company was primarily in- 
terested in increasing the power load 
and not in the sale of equipment. 
However, the dealer must do a good 
job in pushing sales of these gas and 
electric items or the utility will step 
in to do the job themselves. Beatty 
then told of a budget set by the power 
company for his city of 92 electric 
washers for one month and how the 
independent dealers secured the bulk 
of the total sales, which was swelled 
to 102 before the month ended. 


J. CHARLES ROSS of Kalamazoo, 
Mich., president of the National As- 
sociation, pointed out the advisability 
of making overtures to the local man- 
ager of the power company. By 
gaining his friendship, the likelihood 
of unfair competition was remote and 
talking business to him man to man 
offered an opportunity to get coopera- 
tion in making sales to consumers. 
John Turner of Stockton said that 
his company did not hesitate to force 
the sale of tank gas equipment in the 
rural districts and to talk against the 


purchase of electrical equipment of- 
fered by the power company. He said 
that the utility needs public good will 
and that the dealer, with his standing 
in the community, should be able to 
use that as a lever in seeking fait 
competition from the company oper- 
ating in his territory. 

Other dealers entered into the dis- 
cussion, all of them expressing dis- 
favor with the present competition 
they were facing. 

The Tuesday afternoon session got 
under way with J. Charles Ross ad- 


-dressing the assembly on the subject 


“Business Past — Present — Future.” 
He reviewed the progress of the hard- 
ware business in the past fifty years 
from the time when the hardware 
store was one in which all the mer- 
chandise was hidden—everything be- 
low “see level”—until the present day 
when the progressive dealers have 
adopted modern store arrangement 
and selling methods. 

Harry Crowe of Tulare told of a 
proposed legal fight to keep the utili- 
ties out of the appliance selling field. 
He pointed out that the public utili- 
ties were trying to establish the prin- 
ciple that they have the right to mer- 
chandise, which would be the point in 
dispute in the forthcoming battle. 

Wilbur Green of Watsonville talked 
interestingly of the mail order store 
competition in his town. He said that 
it could hardly be reckoned as a seri- 
ous competitor and that two actions 
on the part of the local manager in- 
dicated that they were retrenching. 
First, they reduced their selling force 
and, second, the manager, after a talk 

(Continued on page 105) 
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WM. L. THORPE 
Second Vice-President 


Connecticut Dealers Held 27th 
Annual Convention 


HE twenty-seventh annual 

I meeting of the Connecticut 

Hardware Association was held 
at the Hotel Bond, Hartford, Conn., 
on Feb. 18 and 19. Typical of this ac- 
tive group was the concentrated pro- 
gram starting shortly after noon on 
Tuesday and closing with the Nut- 
meggers’ annual banquet on Wednes- 
day night. From the opening roll call 
to the short adjournment prior to the 
final party it was a busy and thought- 
ful group of hardware men talking 
business and meaning business. 

President J. W. McCollum, Dan- 
bury, presided throughout the session. 
Secretary Henry S. Hitchcock, Wood- 
bury, who has served in that capacity 
for nineteen years insisted upon re- 
signing declaring that thé pressure of 
his own business required a less active 
part, even though he would have no 
less interest in the work. Mr. Hitch- 
cock was elected president of the or- 
ganization at the closing session. First 
vice-president Charles R. Young, 
Windsor Locks, second vice-president 
W. L. Thorpe, North Haven and treas- 
urer Herman W. Morse, Meriden 
were all reelected. Charles R. Free- 
man, Branford who has served as a 
director was chosen as secretary. 

The association went on record en- 
dorsing the Walker plan of merchan- 
dising as described in HARDWARE AGE, 
in the Jan. 9, 1930, issue. This resolu- 
tion also embraced a plea for better 
support to and from hardware job- 
bers. Other resolutions expressed ap- 
preciation for the fine work that has 
beer done by Mr. Hitchcock and there 





J. W. McCOLLUM 
Retiring President 





H. S. HITCHCOCK 
Elected President 


were others concerning local legisla- 
tion. It was also decided to arrange 
for selling educational work for mem- 
bers and employees, the details of such 
plan to be worked out later. 





CHAS. FREEMAN 
Secretary 


In opening the Tuesday afternoon 
session President McCollum spoke of 
the change in consumer buying habits 
with the resultant necessity for a 
change in retailing practices. He saw 
new and greater opportunities for 
merchants whose stores showed evi- 
dence ef modern application in 
making these changes. He reviewed 
briefly the highlights of the recent 
N. R. H. A. Congress and called 
on Secretary Hitchcock for his an- 
nual report, which showed a net gain 
of two members bringing the total to 
159. 





CHAS. R. YOUNG 


First Vice-President 





HERMAN W. MORSE 


Treasurer 


Mr. Hitchcock explained that there 
was no convention theme this year 
but that the program would include 
certain subjects emphasized in the 
1929 National Congress. He told also 
of the recent secretaries conference 
in Indianapolis and reviewed the pro- 
gram of conventions adopted at that 
gathering. He praised all manufac- 
turers who declared and maintained a 
definite selling policy saying in part: 

“Bootlegging of established brands 
of hardware by the leading mail order 
houses has been with us since they 
started business, and I suppose will 
continue. Among the few manufac- 
turers who have tried to keep their 
goods away from the mail order 
houses, is Fayette R. Plumb, Inc. You 
may have seen.their advertisement in 
HarpwareE Ace of Jan. 16, showing 
the suspicious orders for Plumb Tools 
they had received and turned down be- 
lieving they were for a mail order 
house. They now feel sure their sus- 
picions were correct as Sears-Roe- 
buck, in their special sale catalogue 
of January and February are adver- 
tising Plumb Scout Axes. They, 
Plumb, Inc., have entered formal com- 
plaint with the Federal Trade Com- 
mission and asked for relief from this 
unfair competition. Meanwhile they 
request our members to be careful that 
no Plumb tools get to Sears-Roebuck 
through them.” 

C. L. Eyanson, Hartford, represent- 
ing the Connecticut Manufacturers’ 
Association spoke on modern mer- 

(Continued on page 60) 
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V. G. WEDGE 
Elected President 


i Min- 
nesota Re- 
tail Hard- 
ware Association 
completed its con- 
vention, Feb. 18- 
21 at Minneapo- 
lis, Minn., with 
a record in attendance and _ interest. 
The exhibit was exceptionally fine 
with a range which largely covered 
the hardware field. President Carl 
Hoffman, St. Paul, presided in his 
usual efficient way, while the work of 
Manager-Treasurer Charles H. Casey 
and his associates was everywhere in 
evidence. 

The program followed closely that 
outlined by the National Retail Hard- 
ware Association and dealt with the 
Smith Family—Consumers. 

President Hoffman opened the first 
meeting at the breakfast session held 
at the Curtis Hotel. He pointed out 
that associations today are different 
from those of the past, and that they 
must give practical help to their mem- 
bership. It is not the new competition 
which causes failure, he said; It is 
our cowardice and backwardness in 
changing to meet conditions. Mer- 
chants have been too slow in grasp- 
ing the new ideas, and in finding the 
merchandise their customers want. 
The merchant himself is to blame for 
failure—not his competitors. He ad- 
vised the members to make their stores 
places where people like to spend 
money; to pay particular attention to 
profit bearing goods; to study their 
trade and give service of the right 
kind. But, he added, don’t make too 
many service pledges and guarantees. 

Manager Casey followed with his 
annual report. He announced that the 
Association is going along in fine 
shape, with a gain in cash assets and 
a holding up in membership, which 
now totals 1434, including only 38 






CARL HOFFMAN 
Retiring President 


MINNESOTA HELD 


CHAS. H. CASEY 
Manager-Treasurer 


who are delinquent. This compares 
with 1455 the number reported a year 
ago. He referred to the Association’s 
program of store merchandising and 
stated that the Minnesota Association 
had completely equipped 23 stores and 
had so arranged 11 more that repre- 
sented almost a new layout. 


(ioons must appeal to the eye in 
a pleasing way, he said, and the new 
display aids do this. He added that 
the Association had placed in mem- 
ber stores 49 cutlery cases, 30 nail 
counters, 139 wall cases with glass 
ledge display and 616 merchandising 
counters. In addition, it has placed 
291 ticket assortments and 25,028 
ticket holders and had ordered for 
members 821 sets of compartment 
glass and 5686 pieces of compartment 
merchandise. Other activities men- 
tioned were the collection department, 
legal department and the merchan- 
dising school. Group meetings and 
business control. 

A. Marckel, Perham, then took up 
the topic “Who Are My Customers 
and Where Do They Get Their 
Money?” All of the people within a 
reasonable radius of my town are my 
customers, he said. They get their 
money largely from agriculture. The 
farmers wife is designated as the 
largest consumer of home equipment. 
He predicted a new era of home build- 
ing on farms. 

W. H. Hauser, Franklin, spoke on 
the classes of customers and what in- 
fluences them to buy. He enumerated 





BANNER CONVENTION 


seven inducements for buying, as fol- 
lows: 1. What other people have. 2. 
Advertising. 3. Service. 4. Assortment. 
5. Installment Selling. 6. Trade-Ins. 
7. Salesmanship. 

He was followed by F. M. Rome, 
Redwood Falls, who spoke on the ef- 
fect of changed living conditions, and 
what claim the merchant has on the 
consumers dollar. Mr. Rome’s address 
is printed in full in next week’s issue. 

George Herried, Deer River, ably 
handled the subject of civic conscious- 
ness and customer loyalty. There can 
be no civic consciousness, he said, 
without efficient help at good wages. 
Credits, he declared, detract from cus- 
tomer loyalty. The concluding dealer 
speaker was Herman T. Oleson, who 
talked on methods for increasing de- 
mand on hardware items, and the log- 
ical following up of prospects. 

The Wednesday session took up the 
general theme “My Opportunities,” 
the first speaker being F. T. Rockwell, 
Red Wing. If the majority of old 
customers stick with you, he said, and 
there is a healthy increase in new 
customers, the public is thinking fav- 
orably of your store. 

C. C. Falconer, Winnipeg, Canada, 
was next with a very interesting talk 
on keeping in touch with customers 
and cultivating the fertile soil of the 
trade. People are all alike, he said, and 
they want the most comfort and happi- 
ness they can get for their money. The 
dealers’ business is to see that they 
get it. He advised dealers to show ap- 
preciation of patronage and to always 
satisfy, as well as sell; to cater to chil- 
dren, and to welcome newcomers into 
their communities. 

The third speaker was Bob Given, 
Bemidji, whose topic was “Have 
Changed Living Conditions Influenced 
The Buying Public On Hardware 
Merchandise?’ Bob advised the deal- 
ers to call personally on the farm trade, 
to study the farm income of their 
counties, and to get their share of that 
income. The country buyer today, he 
said, appreciates attention. All buy- 
ers, he continued, are too busy these 
days to wait for a merchant to dig 
into boxes and under counters for 
merchandise. 

W. H. Heins, Olivia, followed with 

(Continued on page 90) 
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WALL STREET OFF MAIN STREET 


By C. A. KNUTSON, * Clear Lake, lowa 


of traveling pretty much all over the State of Iowa. 

During my travels I have had time to call on a great 
many hardware stores and in a confidential way I have 
discussed with them their problems. Therefore, I know 
whereof I speak when I say that the retail merchant has 
his problems and they are not imaginary either. 

One plan after another has been suggested to us to cure 
our troubles, but each one placing the blame and responsi- 
bility for present conditions upon the retailer and the re- 
tailer alone. 

Some of these things we will admit are good, for in- 
stance, a great deal has been said about modern methods 
of merchandise displays and we will admit that they are 
good. 

However, the extent to which we can go in this modern- 
izing depends greatly on the size of our town and the 
number of customers which it is possible to attract to our 
stores. The large majority of hardware stores in a State 
like ours are located in towns where we could not stand 
the displays, and in a great many ways we cannot meet 
the elaborate modern methods of our chain store competi- 
tors in hardware, as these chain stores do not usually go 
into as small a town as the average town in our State, but 
are located in larger cities where thousands of people pass 
their stores and windows every day. 


| NOR the last several months I have had the privilege 


Le I realize it is true that the hardware retailers in 
larger places, if they are going to stay in business, must 
spend several thousands of dollars for modern merchandis- 
ing methods and display. They can do this and make it 
pay on their investment because of the larger population 
from which to draw their trade and because they have a 
class of trade financially able to buy the higher-priced 
merchandise which they can add to their lines—the higher- 
priced items in hardware as well as other merchandise that 
in the past has not been considered hardware but which 
they can sell because they have a class of women buyers as 
well as men who are in different financial circumstances 
and can afford more of the luxuries than the people of the 
smaller towns. They, too, have the salesforce necessary to 
keep this merchandise constantly changing from place to 
place—enough help to keep it clean and attractive and this 
is absolutely essential and takes a lot of time. Their busi- 
ness will warrant the lighting expense which will keep the 
stores, as is suggested, “lighter than daylight,” which it 
isn’t reasonable to expect can be done in our smaller hard- 
ware stores that still are strictly hardware stores and can- 
not add the other items because the demand for these items 
would be too limited. 

To prove this statement I would like to ask you to com- 
pare the bank in the larger cities with those in the smaller 
towns. This deals entirely with the dollars and cents in 


*Address before recent Iowa convention. 


our communities and proves what I am saying is true. You 
and I know that the bank in the smaller town could not 
think of¢paying dividends if they had as much money in- 
vested in their banking houses as they have in the larger 
cities. And the same thing holds true of a retail store. 

I want to say that I believe in the wonderful display 
methods which are being advocated today, but I do not 
believe that our small town merchants, under present cir- 
cumstances, can afford such elaborate store fronts and light- 
ing systems; neither can they afford the expense and upkeep 
of detailed accounting systems and stock control records 
which are so desirable where the volume of business pos- 
sible to produce will warrant the initial expenditure and 
the upkeep expense of these items. I do think, however, 
that a moderate expenditure in these things which are sug- 
gested to us is absolutely necessary in all hardware stores. 

I am thoroughly convinced, however, that something else 
is also necessary and that is to have the merchandise in 
the price range of competition. 

What about the man in the average town in the State 
of Iowa, ranging all the way from 300 to 2500 and with, 
say at least, two hardware stores in the town? He has a 
class of customers in very moderate circumstances and 
there are scarcely any mechanics among them requiring 
the strictly high-grade tools. Many of these people—and 
when I say people, I mean their consuming public, farmers 
as well as town folks—believe that they can get along about 
as well with the kind and quality of tools which they find 
and are buying in practically all chain stores that sell hard- 
ware. ; 

In the past the independent retailers have lost thousands 
of dollars worth of business which they could not account 
for. How many retailers today are selling as many ham- 
mers, pliers, saws, wrenches and other small tools as they 
sold in the pre-chain store days? Where has this business 
gone? Certainly people are using as many or more of these 
tools as before because of the new modern machinery used 
by our farmers and in our homes. I believe the merchan- 
dise is being bought in as great or greater quantities than 
ever before and why isn’t the retail hardware store selling 
it? 


A MOMENT ago I mentioned mechanics. I am reminded 
of a talk I had the other day with a good, loyal friend of 
mine—a mechanic—who is also loyal to my store. He 
showed me a pair of end-cutting pliers which he had been 
using for two years—not the same pair he had with him, 
for he had lost several and bought new ones in that time 
from a chain store at 25 cents apiece. He cut off a good- 
sized wire with it to show me what it would do and said, 
“Clarence, I can’t see but what these pliers answer my 
purpose in every way as well as the pliers which I have 
bought from you for 85 cents.” He then brought out a 
pair of pliers built like one of the pliers in our stock, with 
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a 5000-volt insulation which he has been buying for the 
same two years for 50 cents. Next he showed me this 
wrench, Stillson pattern, for which he paid 50 cents. 

Men, in my opinion, there is no use lulling ourselves to 
sleep with the theory that displaying merchandise and pro- 
viding pleasant surroundings will end our troubles. It will 
help, I will admit, but price is a big factor to the mass of 
buyers in our State. 

I know of a man who went into a hardware store and 
paid $3.84 for electrical fixtures, such as sockets, etc., and 
later took the pains to go to Kresge’s to check up, out of 
curiosity, on these items. He found that he could save 
$1.67 on the same purchase but because of his loyalty to 
the independent retailer he had bought them of a retail 
hardware dealer. That man has some of the spirit of W. 
K. Henderson and I am for him as I am for W. K. Hen- 
derson, but it is not fair to him that we should ask him to 
pay that toll that we may live—and furthermore, there are 
not many people who can or will pay such toll. 


I MAINTAIN that the independent retailer today is not 
entirely and alone to blame for present conditions. The 
manufacturers and jobbers are at least equally to blame 
and { believe that the manufacturers are more to blame 
than the jobbers and retailers, and some of them have al- 
ready begun to realize this. They have been tempted by 
the enormous orders offered to them by the chain stores. 
The chains have taken on their lines, used them perhaps as 
a loss leader, cut prices for a year or two until they had 
entirely destroyed the independent retail trade on the prod- 
ucts and then, instead of buying at manufacturers’ prices, 
they have dictated the price after having absolutely de- 
stroyed the independence of the manufacturers. In my 
opinion, the manufacturers have exhibited a common weak- 
ness and they, too, are paying the toll. 

Men, I do not want to be a calamity howler, but I do 
think that, as an organization, we should look the facts in 
the face and not minimize them. Things are being done 
for us but this will not continue unless we attempt to do 
some things for ourselves. 

A week ago, I stepped into a combination butcher shop 
and grocery store in my home town and called for a quar- 
ter’s worth of pork chops and two pounds of Clear Lake 
creamery butter—and there is no finer butter made than 
this—and when I paid the bill it was $1.00. This meant 
that I was paying 37% cents a pound for butter, and why? 
How are your customers and mine—our farmers—going to 
buy merchandise in our towns today and sell their produce 
for less than it costs to produce? 

Then what determines the price of any product? There 
is only one answer—it is demand. And why isn’t there 
the demand? There are only two answers—one is unem- 
ployment, the other is employment at below living wages. 

You ask us why we can’t make money the same as the 
chain stores are making it? Because we have been taught 
ethics in business—because we believe in the principle of 
live and let live—because we have a heart and pay our 
employees, whether they be men or women, girls or boys, 
a wage that will permit them to live a respectable life in 
our communities and to take the places in our communities 
which will be a credit and not a detriment. I have had 
some experience in seeing people work for less than a decent 
wage and I have been told of instance after instance where 
delinquency was attributed to that source. Furthermore, 
we are not asking our employees to do questionable things. 


You know as well as I do the policy of the chain stores 


which are our competition. They use items for loss leaders 
which cost them far more than they sell them for, and you 
and I know that this is done largely to deceive people into 
believing that all their merchandise is sold cheap, which is 
not a fact but a living lie. Then what do they do with this 
loss which they take on their loss leaders? They charge 
it up to advertising. And here again they do not help to 
build up their local communities and local newspapers. Loss 
leaders are unethical, meant to deceive the buying public, 
and I hope will soon be prohibited by law. 

Do they help our banks? They do not. They take a 
cashier’s check and send it back to Wall Street. In fact, 
I have not been able to find a way in which they build up 
our communities. Their business seems to be to drain every 
community into which they come’and to give practically 
nothing in return. 

Fellow hardware men, I don’t believe that we are going 
to give up without a struggle. Every few days we are 
picking up the paper and noticing where the business men 
and the people in towns are awakening to the chain store 
menace and are organizing against it and they are going 
to be effective in these places. Certainly the things that 
have been said about short weights over the counter, short 
weights in packages, shortage in cans and deficiency in 
quality of canned goods in some of the chain stores in the 
grocery business must be true or these chains would have 
started things happening over such accusations long before 
this. 

But men, we have got just a little bit different problem. 
The things in our line that are hitting our business are 
in the price range that so far many jobbers have refused 
to add to their lines. I am saying to you that I am losing 
sales on a genuine 8-inch wrench at 85 cents because my 
customers feel that they can get along with this wrench, 
which is the same pattern, about as well as they can with 
mine and they are paying only 50 cents for it at a chain 
store. They feel that they can get along with this Stillson 
pattern wrench which they can buy at Kresge’s for 50 
cents about as well as they can with this one for which I 
am getting 85 cents, and by the way, they are both made by 
the same manufacturer. . . . And it isn’t only these items 
that I am losing sales on, but the average customer thinks 
that if I am so much higher on these items, then I must be 
equally as high on the other items. If I were losing the 
business on these few items, it wouldn’t be so bad; but 
when the people go into the chain stores to get these items 
that I cannot furnish them at so low a price, they are pick- 
ing up scores of other items on which our prices are 
identical. 


F OR several years I have advocated that a committee be 
appointed from this organization—a committee of perhaps 
three to five men—and that we ask the jobbers to appoint 
a similar committee and, if possible, get the manufacturers 
to appoint such a committee also. Then have these com- 
mittees meet on'a set day once a month in a central place 
in Iowa to consider the problems of the hardware retailers 
of this organization. Then this committee of retailers, 
jobbers and manufacturers could consider these problems 
and find their remedies. 

It can be done, men, and it must be done—and that, soon! 

Men, let’s not be run out of our communities because of 
our own stupidity. Let us not stand idly by and let Wall 
Street wreck what our forefathers have built up for us. 

Let’s keep “Wall Street Off Main Street.” 


Let’s fight the fight of right against might! 
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J.H. OLIVER ELECTED PRESIDENT 
OLIVER BROTHERS, INC. 


Other Executive Changes Made Simultaneously 


James H. Oliver, former vice- 
president of the firm of Oliver 
Brothers, Inc., internationally 
known purchasing agents of 
hardware, iron and steel, 71 
Murray St., New York City, 
has been elected president of 
the corporation. He succeeds 
his brother, the late Frank J. 
Oliver, whose sudden demise 
came as a shock to a host of 
friends in the hardware indus- 
try on Feb. 7. 

“Jimmie” Oliver, ‘as he is 
known to a wide circle of 
friends in the hardware _ busi- 
ness, started his career with the 
firm of R. K. Carter. Later he 
was employed by Welch & Lee, 
an export firm, where his 
brother, Tom E. Oliver, was 
also employed. Some time after 
this Tom E. Oliver engaged in 
business for himself, and both 
the late Frank J. Oliver and 
James H. Oliver were affiliated 
with him. In 1892 the present 
firm of Oliver Brothers was 
founded by Tom E. Oliver and 
Frank J. Oliver, and James H. 
Oliver became a member of the 
firm and later vice-president. 
Few men in the hardware in- 
dustry enjoy a wider acquain- 
tance or are better informed on 
basic conditions in the hardware 
and allied fields. It has been 
said that “Jimmie” Oliver either 
always has the information 
needed, or knows exactly where 
it can be obtained on short no- 
tice. 

Other officers of the corpora- 
tion who were but recently 
elected are: Walter C. Murtha, 
vice-president; Albert Catterall, 
treasurer; Leonard E. Oliver, 
secretary; A. B. Crooker, assis- 
tant treasurer; H. E. Dale, as- 
sistant secretary ; John P, Bran- 
nigan, export traffic manager, 
and Wilson Oliver, manager, 
Pittsburgh office. 

Walter C. Murtha, newly 
elected vice-president, will have 
charge of the firm’s foreign and 


export relations. 


Albert. Catterall, now treas- 
urer, was formerly secretary 
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JAMES H. OLIVER 


and has been affiliated with the 
firm for 25 years. Previous to 
that he had had wide purchas- 
ing experience in both this coun- 
try and in England, his birth- 
place. 

Leonard E. Oliver, now sec- 
retary, was formerly assistant 
treasurer and is a son of the 
late Frank J. Oliver. He has 
been with the firm for over 
twelve years and has steadily 
advanced from desk to desk. 

A. B. Crooker, assistant treas- 
urer, has served the firm for 
many years, first in the capacity 
of buyer and more recently as 
assistant office manager. 

H. E. Dale, assistant secre- 
tary, also served as a buyer in 
the supply department, and dur- 
ing the war resigned to serve 
in the army of his native coun- 
try, England. 

John P. Brannigan, export 
traffic manager, has served the 
firm for thirty years in the ex- 
port department. 

Wilson Oliver, son of 
Thomas E. Oliver, was a mem- 
ber of the New York office prior 
to the war. Upon his return 
to the company after the war, 


he was placed in charge of the 


‘Pittsburgh office of the com- 
pany, where he has since re- 
mained. 

The policies of the firm will 
continue along the same lines 
as have been instrumental in es- 
tablishing an international repu- 
tation for the company in the 
past. The services rendered by 
Oliver Brothers to both the 
United States and to allied gov- 
ernments during the late war, 
in procuring material and sup- 
plies, brought unstinted praise 
from war department represen- 
tatives for the various countries 
concerned. 


EATON AXLE & SPRING 
CO. TO MERGE WITH 
WILCOX-RICH 


The Wilcox-Rich Corp., De- 
troit, Mich., will be merged with 
the Eaton Axle & Spring Co., 
Cleveland, Ohio, under an 
agreement that has been reached 
by directors of both companies, 
subject to stockholders’ ap- 
proval. A joint statement an- 
nouncing the proposed merger 
has been issued by J. O. Eaton, 
chairman of the Eaton Axle & 
Spring Co. and Carlton M. 
Higbie, chairman of the Wil- 
cox-Rich Corp. The scope of 
the Eaton company has been 
further broadened by the acqui- 
sition of the Peterson Spring 
Co., Detroit, Mich., maker of 
springs for valves, brakes, dies 
and locks. Heretofore the 
Eaton company has confined its 
spring manufacture to leaf 
springs. 

The Wilcox-Rich Corp. has 
four plants located in Detroit, 
Saginaw, Battle Creek, and 
Marshall, Mich., where it manu- 
factures valves, tappets, piston 
rings, and other parts for gaso- 
line motors, automobiles, air- 
planes, and trucks. Operation 
of the Peterson plant in De- 
troit, which is occupied under 
lease, will be discontinued and 
the equipment moved to the 


Eaton plant in that city. 


—_—_— 


EBERLE BAIRD DIES 


Eberle Baird, president of 
Baird Hardware Co., Gaines- 
ville, Fla. died. His death oc- 
curred on Feb. 19. 
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TOY FAIR CHAMBER, INC. 
HOLDS ANNUAL MEETING 


The annual business meeting 
of the Toy Fair Chamber of 
Commerce, Inc., was held on 
Tuesday evening, Feb. 25, 1930, 
at the Prince George Hotel, 
New York, N. Y. A consider- 
able part of the evening was 
given over to a discussion of 
the New York Toy Fair for 
1931. 

At this meeting it was decided 
that the Toy Fair for 1931 
would last for three weeks, in- 
stead of four weeks, as has been 
the custom for several years in 
the past. The 1931 fair will 
commence on Feb. 9 of that 
year. It was decided at the 
meeting that the week of June 
9 to 14, 1930, be set aside in 
New York for the various syn- 
dicates of the department store 
organizations to hold their June 
Toy Fair meeting. The co- 
operation of the various mem- 
bers of the Chamber is being 
sought, so that their executives 
can be in the city at that time 
to be available for contact with 
the various buying syndicates. 

James S. Lehren, Wolverine 
Mfg. & Supply Co., Pittsburgh, 
Pa., the retiring president, was 
presented with a wrist watch, 
in appreciation of his untiring 
efforts and devotion to the in- 
terest of the Toy Fair Chamber 
of Commerce. 

New officers of the organiza- 
tion, elected at a previous meet- 
ing, are: president, L. K. Ander- 
son, Jr., Selchow & Righter Co., 
New York, N. Y.; vice-presi- 
dents, W. A. Benoliel, Live 
Long Toys, Chicago, Ill.; C. E. 
Fox, Fox Toy Co., Berea, 
Ohio; I. Gottlieb, Schranz & 
Bieber Co., New York, N. Y., 
and C. P. Sollman, George 
3orgfeldt & Co., New York, 
N. Y.; secretary, W. G. Schoen- 
hut, A. Schoenhut Co., Phila- 
delphia, Pa. and _ treasurer, 
A. H. Delfausse, Baker & 
Bennett Co., New York, N. Y. 





MARINE ENGINES, LTD., 
JOHNSON DISTRIBUTOR 
Marine Engines, Ltd, 43 

Creek Street, Brisbane, Aus- 

tralia, has been appointed ex- 

clusive distributor of the John- 

son Motor Co., Waukegan, IIl., 

in Brisbane and adjacent terri- 

tory. 
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VALENTINE CO. ANNOUNCES 
VALSPAR CORPORATION 


Formation of The Valspar 
Corporation to function as a 
holding company for the varied 
interests of Valentine & Co., 
both here and abroad, is an- 
nounced by L. Valentine Pulsi- 
fer, president. 

“The new corporation will 
also act as a medium for the 
acquisition of such new units as 
may from time to time prove 
advantageous in the  supple- 
menting of the company’s mer- 
chandising and manufacturing 
activities,” Mr. Pulsifer stated. 
“This step is taken in the belief 
that a completely rounded unit, 
capable of operating in every 
attractive field within the paint 
and varnish industry, is the one 
most assured of future sound 
and profitable growth.” 

The Valspar Corporation will 
have its headquarters in New 
York, and its officers will be 
the same as those of Valentine 
& Co. Through Valentine & 
Co., The Valspar Corporation 
will own a majority stock in- 
terest in the Cie. des Vernis 
Valentine, its French subsidiary, 
all the stock of the Con-Ferro 
Paint & Varnish Co., of St. 
Louis, Mo., and a substantial 
stock interest in one of the old- 
est and best known English 
paint companies. The vigorous 
program for the expansion of 
the company’s activities, which 





has been under way for some 
time, contemplates further addi- 
tions to this group of comple- 
mentary units. 

The Valspar Corporation will 
own, through subsidiaries, three 
modern, well-equipped plants 
in the United States—one in 
Brooklyn, N. Y., one in South 
Kearny, N. J., and one in St. 
Louis, Mo. These plants are 
strategically located to serve 
both domestic and export mar- 
kets, and further extensions to 
the South Kearny plant, which 
is on both rail and deep water, 
and has a ground area of over 
14 acres, will be undertaken to 
accommodate the corporation’s 
increasing lines. The Cie. des 
Vernis Valentine owns an up- 
to-date plant in Paris, France, 
which, in addition to its large 
lacquer facilities, has recently 
been equipped to manufacture 
all types of paints, varnishes, 
and enamels. The company’s 
English affiliate manufactures 
the Valspar products under the 
Valentine formule and_proc- 
esses in two plants in England 
and one in Australia. 

The total sales of the com- 
panies in the Valspar group 
were between $11,000,000 and 
$12,000,000 in 1929, and the 
further rounding out of the 
merchandising and manufactur- 
ing program of the various 
units, both owned and affiliated, 
should rapidly increase this 
volume. 


S. D. McLain, Merchant of Nampa, Idaho, Dies 


Samuel D. McLain, promi- 
nent hardware merchant of 
Nampa, Idaho, died on Feb. 14 
at a Boise hospital following 


two major operations within 
many weeks of illness. 
Mr. McLain was born in 


Chariton, Iowa, Jan. 3, 1868. In 
1895, attracted by the mining 
activity, he went to Idaho and 
opened a store in that camp. 
There and at De Lamar he con- 
tinued in business until 1905, 
when he moved to Nampa. In 
1909 he engaged in the hard- 
ware business by acquiring an 
interest in the A. K. Stoddard 
store. Five years later he pur- 
chased the Stoddard interest and 
had since been the head of the 
large business now conducted 
as the McLain Hardware Co. 
At the time of his demise he 
was also a director of the First 
Security Bank and Vice-Presi- 
dent of the Home Building and 
Loan Association. He was very 





prominent in civic affairs, and 
gave liberally of his time and 
energy for public betterment. 

The interest taken by Mr. 
McLain and the personnel of 
his firm in the affairs of the 
Idaho Retail Hardware and Im- 
plement Association has been to 
a considerable extent responsi- 
ble for the success of that or- 
ganization. Vice-President C. S. 
Graybill of the McLain Com- 
pany having served the associa- 
tion as President in 1927. 


BARTLETT MFG. COMPANY 
NEW PLANT IN DETROIT 


Bartlett Mfg. Co. has recent- 
ly opened a new plant at 3003 
East Grand Boulevard, Detroit, 
Mich. The plant is of modern 
design and construction and was 
built specially for the organiza- 
tion. 








YALE & TOWNE MFG. CO. 
TRANSFERS MILLER 
Mark Miller has been trahs- 
ferred to the New York and 
northern Pennsylvania territory 
of The Yale & Towne Mfg. Co., 
Stamford, Conn. He has been 





MARK MILLER 


connected with the concern for 
the past eleven years, and has 
covered Connecticut and Massa- 
chusetts for six years. The 
transfer was made March 1. 
Mr. Miller was the 1930 
president-elect of The Nutmeg- 
gers, which honor he was forced 
to forego as a result of the 





transfer. He was recently 
elected as honorary past presi- 
dent of the organization. 


ALLEN-HOUGH CARRYOLA 
BUYS AMPCO GOLF CLUB 


Allen - Hough Carryola Co., 
Milwaukee, Wis., recently took 
over the manufacture and sale 
of Ampco Metal Golf Clubs, 
formerly made by the Ampco 
Metal Golf Club Co., Inc., Mil- 
waukee, Wis. The latter unit 
will*be known as the Ampco 
Golf Club Division of the Al- 
len-Hough Carryola Co. For 
many years the Allen-Hough 
Carryola Co. has been manu- 
facturing musical instruments 
of a high quality. 


MAHONEY TO REPRESENT 
HILLWOOD MFG. CO 


The Hillwood Mfg. Co., 
Cleveland, Ohio, has recently 
appointed W. Clark Mahoney, 
direct factory representative, of 
154 Nassau Street, New York, 
N. Y., as selling agent for its 
products. Mr. Mahoney will 
cover Greater New York, New 
Jersey, and Philadelphia, Pa., 


for the organization. 


Hardware Boosters Beefsteak Dinner 


The Hardware Boosters, New 
York, N. Y., held the annual 
“Night Out” of the organiza- 
tion, in the form of a beefsteak 
dinner, on the evening of Feb. 
27. More than 220 members 
and friends of the association 
were present at the affair, which 
was held at Schliefer’s Fashion 
Center Grill, 138 W. 38th St., 
New York, N. Y. 

Past Chief Booster Seymour 
Sears, Tucker Co., New York, 
president, the National Council 
of Traveling Salesmen, deliv- 
ered the invocation. Dinner was 
then served to the guests and 
members. During the course of 
the banquet instrumental music 
and group singing entertained 
the diners. Chief Booster 
Charles J. Heale, Harpwarr 
Ace, New York, N. Y., wel- 
comed the guests and members 
of the association and reminded 
them of the purely friendly 
basis upon which the party was 
being held. It was given to 
enable salesmen in retail, whole- 
sale distributing and manufac- 
turing concerns a chance to get 
together in a night of pleasant 
entertainment, he told them. 

Guests of honor were: 


W. 





Glenn Pearce, secretary-treasur- 
2. Bs Ss i. Aa3B. ©. Sil- 
livan, president, and Karl M. 
Martin, first vice-president, and 
H. F. Sullivan, second vice- 
president, The Nutmeggers; A. 
W. Pike, A. W. Pike Co.; Matt 
Kohlmeier, president, Hardware 
and Supply Dealers Association 
of Manhattan and Bronx Bor- 
oughs, and E. F. Daily, presi- 
dent, Brooklyn Hardware Deal- 
ers Association. 

H. F. Sullivan rendered sev- 
eral vocal selections. A very 
fine bill of professional talent 
followed the singing of Mr. 
Sullivan. The acts were varied 
and the performers were well 
received by the audience. 

Charles Pincus, Stanley 
Works, New York, N. Y., was 
the chairman of the committee 
which conducted this highly 
successful banquet. He was as- 
sisted by a committee com- 
posed of H. R. Conner, Roy 
Schmidt, L. C. Warager and 
O. E. Watts. 

The singing and professional 
entertainment was in charge of 
Thornton Webster, entertain- 
ment director, 9 Park Place, 
New York, N. Y. 
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SPARKLETS APPOINTS 
AGENTS AND MANAGERS 


Sparklets, Inc, 19 West 
Forty-fourth Street, New York, 
N. Y., has appointed several 
new agents and representatives 
throughout the country. Walter 
G. Reddy has been made divi- 
sional sales manager for New 
York State, exclusive of the 
metropolitan New York area. 
Mr. Reddy, whose headquarters 


will be in Rochester, was for- 
merly Rochester branch man- 
ager for Robertson-Cataract 
Electric Co., Buffalo, and at 


one time was connected with 
Wheeler-Green Electric Co., 
Rochester. 


Charles F. Goodrich, former 
assistant sales manager for the 
Reynolite division, Reynolds 
Spring Co., Jackson, Mich., has 
been given charge of sales and 
merchandising for Sparklets in 
Michigan and northern Ohio. 
His headquarters are located 
temporarily at 1135 Michigan 
Avenue, East, Jackson, Mich. 
The interests of the organiza- 
tion in northern Illinois will be 
in charge of L. L. Kelsey, who 
succeeds A. C. Penn. Mr. Kel- 
sey will have charge of the 
sales and display offices at 9 
South Clinton Street, Chicago, 
Til. , 
Floyd Andrews and Jack 
Fagan, operating as Fagan- 
Andrews Co., will have charge 
of distribution throughout Wis- 
consin, Minnesota, North Da- 
kota and South Dakota for the 
concern. This company will 
maintain a fully equipped sales 
and display office in Minne- 
apolis, Minn. 

W. E. Kappey, former man- 
ager of the refrigeration divi- 
sion of the Laclede Gas Co., St. 
Louis, Mo., is now associated 
with A. H. Leu, divisional sales 
manager for Sparklets. Mr. 
Kappey will specialize on the 
distribution of Sparklets 
through the commercial and 
merchandising departments of 
electric and gas utilities. Mr. 
Leu has announced establish- 
ment of a centrally located 
branch office in Kansas City, 
Mo., in addition to the new 
quarters at 4908 Delmar Boule- 
vard, St. Louis, Mo. 





CLEAN HOME PRODUCTS 
IS APEX DISTRIBUTOR 


Announcement has_ recently 
been made by Apex Products 
Corp. that Clean Home Prod- 
ucts Corp., 1401 W. North Ave., 
Chicago, IIl., has been given the 
rights to distribute the complete 





line of Apex products, and any 
others developed in the future. 
At the same time the offices of 
the Apex Products Corporation 
have been moved from 3200 
South Western Avenue to 1401 
W. North Avenue, Chicago, Ill. 

Melville Keim has _ been 
elected president of the Clean 
Home Products Corporation. 
The following sales representa- 
tives have been appointed: 
George Bentley Co., Boston, 
Mass., New England territory ; 
Calvin W. McCutcheon Co., 
New York, N. Y., greater met- 
ropolitan New York City terri- 


tory; J. Henry Healy Co., 
Philadelphia, Pa., eastern Penn- 
sylvania, Washington, D. C., 


Delaware and Maryland; Lefe- 
bvre-Armistead Co., Richmond, 
Va., Virginia and North Caro- 
lina; H. S. Entwisle, Atlanta, 
Ga., South Carolina, Georgia, 
Alabama and Florida, and C. M. 
Snow Co. with offices in Buf- 


falo, Syracuse, Albany and 
Rochester, New York State, 
outside of metropolitan New 


York City district. All of this 
territory will be supervised 
from the New York office at 
420 Lexington Avenue by H. J. 
Tannenbaum, eastern seaboard 
salesmanager. 

Territory from Pittsburgh to 
the Pacific Coast will be handled 
by Robert P. Gust Co., Inc., 
Chicago, IIl., and its branches 
in the principal cities of the 





country. 


JACOB DOLSON COX DIES— 
Founded Cleveland Twist Drill 


Pioneer Tool Manufacturer Succumbs in California 


Jacob Dolson Cox, founder, 
long time president and later 
chairman of the board of the 
Cleveland Twist Drill Co., 
Cleveland, died Feb. 23 at his 
winter home in Pasadena, Cal., 
aged 77 years. He had been in 





J. D. COX 


failing health for two years. He 
was born in Warren, Ohio, and 
was the son of Gen. Jacob D. 
Cox, who served as major-gen- 





American Fork & Hoe 


The American Fork & Hoe 
Co., Cleveland, Ohio, has an- 
nounced the appointment of 
M. D. Swift, popularly known 
as “Dean” to the western hard- 








M. D. SWIFT 


Appoints M. D. Swift 


ware trade, as its western repre- 
sentative. Mr. Swift, who has 
been with the concern since 
June, 1929, has his offices at 461 
Market Street, San Francisco, 
Cal. He will handle True 
Temple farm and garden tools 
and Al Foss baits, in the terri- 
tory west of Denver, Col. 

Mr. Swift is well acquainted 
with the hardware field. For 
eight years he was engaged in 
the retail end of the business 
and served in positions varying 
from “handy man” to general 
manager. He then entered the 
wholesale distributing end of 
the business and served as road 
salesman, buyer, department 
manager and sales manager with 
several different houses. In the 
four years preceding June, 1929, 
he conducted a manufacturer’s 
agency under his own name. 

Since June, 1929, his entire 
time has been given to the busi- 
ness of The American Fork & 
Hoe Co. His territory embraced 
the northwest part of the coun- 
try before his recent appoint- 
ment. 








eral during the Civil War and 
later was governor of Ohio. 
Early in his career he was em- 
ployed for seven years as a 
puddler, roller and in other ca- 
pacities in a Cleveland rolling 
mill. In 1876 he formed a part- 
nership with C. C. Newton, of 
Dunkirk, N. Y., for the manu- 
facture of twist drills, which at 
that time was a new product of 
the tool industry. After op- 
erating a short time in Dunkirk 
the business was moved in the 
same year to Cleveland under 
the name of Newton & Cox. 
In 1880, Mr. Cox purchased Mr. 
Newton’s interest and a little 
later took as a partner F. F, 
Prentiss, the name of the firm 
being changed to Cox & Pren- 
tiss. Business continued under 
that name until 1904 when the 
Cleveland Twist Drill Co. was 
incorporated. Mr. Cox retired 
from active business in 1918, 
leaving the direction of the com- 
pany to his sons, Jacob D. Cox, 
Jr., now presic-nt, and Samuel 
H. Cox, vice-president, and his 
long time partner, F. F. Pren- 
tiss, also a vice-president. Mr. 
Cox was a member of a number 
of societies, including American 
Society of Mechanical En- 
gineers, the Franklin Institute, 
the Society of Mayflower De- 
scendants and the Loyal Legion. 





RICH PUMP & LADDER TO 
MOVE PLANT, JUNE 1 


Due to a misunderstanding, 
it was announced on page 78 
of the Feb. 13 issue of Harp- 
WARE+AGE that The Rich Pump 
& Ladder Co., 1300 Harrison 
Avenue, Cincinnati, Ohio, was 
located in its new plant. The 
new plant will not be occupied 
until June 1. 


RELIANCE CHICAGO OF- 
FICE NOW IN STRAUS 
BUILDING 


The Reliance Manufacturing 
Company, Massillon, Ohio, has 
moved its Chicago office to 
Room 1513, Straus Building. 
The offices of the organization, 
in this territory, were formerly 
located in the Peoples 
3uilding, Chicago. 

The office is in charge of 
E. C. Gross. The Reliance 
Manufacturing Co. markets the 
Kantlink lock washer. 


Gas 
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Connecticut Dealers Held 27th Annual Convention 


chandising problems and methods cit- 
ing chain store activities which he be- 
lieved hardware dealers should con- 
sider. The practice of having loss 
leaders is being discontinued by most 
chains he said because they had found 
it a losing proposition, but he con- 
tinued—chains were continuing their 
constant use of good lights, open dis- 
play, visible prices, etc. He urged 
hardware men to make the most of 
their natural advantages. Speaking on 
chain store wages he said lowest sal- 
aries were paid in Maryland at $8 per 
week and highest in California at $18 
a week with the average throughout 
the country at approximately $12 for 
salesgirls. The speaker talking about 
chain prices and limited services told 
of a grocer who charged one cent 
per pound extra on coffee if charged 
and two cents extra per pound if de- 
livered, without these services this 
grocer’s price was equal to local 
chains. 


E. B. GALLAHER, treasurer, 
Clover Manufacturing Co., Norwalk, 
talked on the competition of brains in 
modern business. It is more important 
to take proper care of customers who 
are already in a store than it is to be 
drawing new customers to the store, 
he said, stating that 89 per cent of 
lost orders were due to inefficiency of 
sales people. He lamented the lack 
of knowledge in lines regularly sold 
in hardware stores and said very few 
hardware merchants were really train- 
ing clerks in these lines. Successful 
competition has recognized the 
changed character of trade to a 
greater extent than most hardware 
men the speaker said. Mr. Gallaher 
expressed the opinion that chains had 
reached their zenith, that statistically 
they were going down, because they 
had tried to overreach themselves. The 
peculiar element of service associated 
with most hardware lines places the 
hardware man in a good position 
to continue to operate a profitable 
business, if he conducts his business 
properly, the speaker continued. 


(Continued from page 53) 


At the annual banquet held Tuesday 
night Rev. George B. Gilbert, Middle- 
town, Conn., told of the work being 
done to help the poor enjoy life and 
understand it. He made a genuine 
hit with the crowd. : 

Wednesday morning sessions were 
resumed with a lively question box 
discussion handled by vice-presidents 
Young and Thorpe. Each member 
was given a printed list of questions 
as a guide. Subjects discussed were 
means of recording calls for out-of- 
stock items; adding new lines; ad- 
vertising plans; laws affecting re- 
tailer’s claims against consumers and 
store meetings. The last subject 
evoked considerable interest. F. R. 
Benjamin said most store meetings 
went stale in a short time because sub- 
jects discussed were all pertaining to 
merchandise and seldom gave any 
consideration to the need of under- 
standing the human element in sales 
work. F. Hamilton, Branford, sug- 
gested hiring a recognized expert to 
work out a retail sales training plan 
which could be used by all members. 
This thought later was incorporated 
in the resolutions. 


Tae morning session adjourned for 
the usual noon time Dutch treat lunch 
and business was resumed at 2 p. m. 
S. McLean Buckingham, State Com- 
missioner of Agriculture, explained 
Connecticut’s new seed law and told 
the reasons for it and its advantages. 

Marshall A. Mott, general manager, 
Hartford Better Business Bureau, 
Inc., told what his organization was 
doing to curb unfair trade practices 
and how the Bureau had checked ad- 
vertising for truth. He outlined the 
procedure involved and told how this 
work benefited the consumer and the 
legitimate merchant. A spirited in- 
formal discussion followed as there 
were many questions for Mr. Mott to 
answer. 

Arthur C, Lamson, Marlborough, 
Mass., a past president of the N. R. 
H. A., urged closer attention to trade 
papers and gave a detailed description 


of the various working departments 
of the national association. He told 
how each functioned, why this work 
was done, and how it should be use- 
ful to the trade. 

Past president Alfred Rosenberg, 
Rockville, as chairman of the nomi- 
nating committee made his report, 
mentioned elsewhere. He was fol- 
lowed by Past president Allyn Fuller, 
Canaan, as chairman of the sugges- 
tions committee. Newly-elected Sec- 
retary Charles Freeman was chairman 
of the resolutions committee, whose 
work is mentioned earlier in this re- 
port. 


B EFORE adjournment, James 
Phelps, Windsor Locks, paid a glow- 
ing tribute to retiring Secretary 
Hitchcock, told some of the highlights 
of his secretarial career, and in clos- 
ing, presented Mr. Hitchcock with a 
gift from the membership. Mr. Phelps 
was the first secretary of the organiza- 
tion, having served in that capacity 
for eight years. He is the senior 
partner in the firm of F. S. Bidwell, 
in which Vice-president Young is 
Junior partner. 

The closing feature of the conven- 
tion was the Nutmeggers annual ban- 
quet and entertainment, at which more 
than 200 were present. J. T. McCul- 
loch, Robeson-Rochester, the retiring 
president of the Nutmeggers, was 
toastmaster. Between the meal and 
the entertainment, brief comments 
were made by Mr. Lamson, officers of 
the Connecticut association and by 
Charles J. Heale, HAarpware AcE, and 
Chief Booster of the Hardware 
Boosters (N. Y.), Past Chief Booster 
R. M. Taylor and Harry Fox, both of 
the Star Expansion Bolt Co. The 
last three were the official Booster 
delegation. The entertainment was 
very fine and much credit is due Har- 
old F. Sullivan, A. G. Spalding & 
Bros., who was chairman of the Nut- 
meggers’ entertainment committee. 

The dealer’s committee on arrange- 
ments was formed by H. W. Marshall 
and M. W. Treat of Hartford, with 
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Watch your 
profits grow 


Last year I told you that Remington ad- 
vertisements went into publications with 
a combined circulation of nearly 18,- 
000,000. This year the publications in 
which we advertise have a total circula- 
tion of nearly 21,000,000. Estimating 
only two readers to a magazine, this 
means that about 42,000,000 people 
will have the story of Remington fire- 
arms, ammunition, and cutlery put be- 


fore them. 


Included on our list are the leading 
general, women’s, farm, boys’ and out- 
door magazines. Is it any wonder that 
Remington sales continue to grow? 
When you have the finest merchandise 
that the skill and resources of the largest 
company in its field can produce, with 
over 100 years’ experience—and when 
you have this quality merchandise 


backed-up year after year with persistent 
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national advertising, there can be only 


one answer. 


The answer is—from the hardware 
dealer’s point of’ view—that Remington 
products give the quickest turnover; sell 
in largest volume with the least sales 
effort; produce the largest net profit. 
Concentrate on Remington arms, ammu- 
nition, and cutlery and watch your profits 


- A VDE LE 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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Faultless Sash Holder 


The Faultless Sash Holder is _ being 
offered by Faultless Sash Holder Co., Inc., 
Indianapolis, Ind. It is an automatic sash 
holder, frame, and weather-strip combina- 
tion that eliminates window weights, sash 
cord, pulleys and box trames used in 
double-hung sash. This holder gives the 











householder windows, without air cham- 
bers, that are practically airtight and dust- 
proof. 

This device is made in a roller type and 
a sliding type. Illustration shows the roller 
type sash holder, which is for the heavier 
type windows. The sliding type is designed 
particularly for light-weight windows. 

Recessed in one stile of each sash there 


is a pressed metal holder actuated by two 
powerful coil springs. Mounted in the 
holder there are hard rubber ro!lers that 
run in the pressed metal track attached 
permanently to the window jamb. The flat 
bottom of the track has a series of slight 
depressions which give the rollers stop- 
ping places. This the feature which 
takes the place of many of the parts of 
ordinary frames. 


is 


Shelby Door Stay and Holder 

The Shelby Spring Hinge Co., Shelby, 
Ohio, has recently placed on the market, 
a door stay and holder. It is especially de- 
signed to be used on entrance doors to pub- 
lic and office buildings, department stores, 
theaters, schools and churches, for the pur- 
pose of controlling the opening distance cf 





This also gives the required pro- 


the door. 
tection to hung in without 
mullions in that it keeps doors from being 
forced back beyond a given point. 

An enclosed spring shock absorber re- 
lieves the strain that would occur if chains 
or stops were used to control the open- 
ing degree of the door. This shock ob- 
sorber acts as a cushion giving both inward 
and outward when the stay is functioning 
as a holder. The locking device is easily 
set by hand. 

All exposed parts of the device are made 
in genuine brass. It can also be obtained 
in certified malleable iron and __ steel 
throughout. 


doors series 


De Laval Milking System 


The De Laval Magnetic Combine Milk- 
ing System has recently been perfected by 
the De Laval Separator Co., 165 Broad- 
way, New York City. 

This system employs the De Laval Mag- 
net.c Milker introduced in 1929. The cows 
are not milked in the same barn in which 
they are quartered, but after they have been 
prepared for milking they walk into special 
milking stalls. One milker unit is required 


for each two cows, so that half the cows 
in the milking room are being milked at 
the same time. 

After the miik has been drawn out and 
the weight noted, it is conveyed from the 
glass holder under vacuum, through a sani- 
tary pipe to the dairy room. The opera- 


tor pul'ls a rope which raises the gate and 
the cow walks out, to be-replaced by an- 
other ccw entering the opposite end. 
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“- chanical improvements made. 


Globe Introduces New Range 


The Glow-Maid range has been an- 
nounced by the Globe Stove & Range Co., 
Kokomo, Ind. While the fundamenta!s of 
fire box, oven and flue construction have 
not been changed, an entirely new design 
has been created in the exterior of this 
range. 

This range is built along cabinet lines 





and will be offered in several different 
shades of porcelain finish. The doors are 
recessed and flush-fitting, with smooth sur- 
faces. Glow-Maid ranges are equipped 
with warming compartment and are fur- 
nished with and without reservoir. An 
interesting feature is the “Hot Spot” cook- 
ing top and built-in feed chute. 

A companion range is the new Ray- 
Maid, which was a!so recently offered to 
the trade. 


Tip Top Jr. Wrist Watch 


The New Haven Clock Co., New Haven, 
Conn., is offering the Tip Top, Jr., wrist 
watch. It is of octagonal design, in a 
chromium plated case about the size of a 
half dollar. A silver dial with raised nu- 
merals adds to the appearance of the watch. 
Metal mesh wrist bands, full chromium 
plated are optional at a slightly higher 
prices, as are radium dials. 





There have been numerous me- 
To 
prevent any effect as the result of 
temperature changes, the hair 

spring is made of a special tem- 
perature-resisting metal. The es- 
cape wheel is cut by a diamond 
cutting tool, giving a livelier mo- 
tion and a smoother running watch, 








says the manufacturer. 
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| Ready for Business 


ROFIT is the most important word in job right. This means no “come-backs”. 
| E sptahetacte business. How to make = Your profits are secure. And every pos- 








the most profit on each item you sell is sible requirement for a brush can be 
often a problem. It's no problem to make — supplied in the complete Osborn line. 
real profits selling Osborn Brushes. Every Make the most of your brush business 
Osborn Brush is quality-built to do its | —sell Osborn Brushes. 


Tw£ OSBORN MANUFACTURING LOMPANY 


5401 HAMILTON AVENUE - CLEVELAND, OHIO 


SALES BRANCHES: 
New York + Detroit - Chicago - San Francisco - Los Angeles 























No. 401 Osborn 
Flat Varnish 
Brush. Triple 
thick Black 
China Brisile, 
vulcanized in 
oo sizes 
rom]"to3"wide. 
No. 582 Lacquer 
Brush. Fitch 
Hair vulcanized 
in rubber. Five - 
sizes from 1" to 
3" wide. 
No. 444 Osborn 
Flat Varnish 
Brush. Black 
China Bristle, 
vulcanized in 
rubber. Seven 
sizes from 1" to 
4" wide. 





No. 450 Osborn 
Oval Sash Tool 
Black China 
Bristle, vulcan- 
ized in rubber. 
Twelve sizes 
from 4" to 14" 
wide. 
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The PROBLEM of BACK ORDERS 


HIS article comes to us from a hardware merchant of the Mid- 

die West, and deals with the perplexing problem of back orders. 
HARDWARE AGE would like to hear from others in the trade con- 
cerning this and other problems connected with merchandising. What 
is your system with regard to back orders? 


By S. MARVIN 


N the routine of checking invoices with incoming 
merchandise, it is not uncommon to find that sev- 
eral desired items on the orders have been omitted 
and will be shipped at a later date. Either this notation 
is to be found on the invoices or advice to the effect 
that some item has been ordered to be shipped direct 
from the factory, necessitating an indefinite delay, or, 
as the case is in many instances, the shipper is unable 
to furnish a particular item and has cancelled the order. 
It is the continued back-order notations that make it 

a difficult problem for the hardware buyer to know how 
to gage his purchases unless he is in a position to com- 
pile a detailed analysis of all back orders and factory 
shipments. The merchant operating on a small scale 
would not find it such a difficult problem to cope with 


oe 


Por explanation of figures 
in this column see key of 
information below. 


ITEMS OMITTED FROM YOUR ORDER 








2d H3K GEM FLUE STOPS 


(P 1d Dé CAKE. TURNERS 
1d@ 03 00 








KEY OF I 


Will be in'stock again and will include with your first freight order unless advised to the contrary. 
Stock temporarily out but will be on hand again shortly. 
Can be obtained from factory only. Will be fet to order size and name of manufacturer. 

Description incomplete. Please give number if possible, or for direct shipment if so instructed by 


freight shipment. 
. Have ordered from factory to our store with first freight shipment. Will advise when received. 
No longer carried in stock. we order from factory for you? 
Do not carry and cannot obtain, therefore have cancelled. 
Have entered on back order to follow. 
. Will be shipped direct from factory. 
. We are out and will haye no more this season, therefore have cancelled. 
. We were w to in i 
4 egare not ee em ane to delay your order have cancelled. 
g varry and cannot in in city at present. Shall ? 
15. See letter on reverse side of sheet. hia itectiastias 


. We do not break packages, 


ERESSeND wmaone 














‘e are cancelling and if you are still in need kindly re-order. 


r ? ry ° . . = ‘ou. 
We procured especially for you in the city, but did not receive in time to include. We are holding te will send with next 


in this shipment, but can possibly obtain and forward alone or with ne * order. Kindly advise. 


16. 
N. B.—In the event you have occasion to write .us about any of the above items, please return this sheet with your letter. 


this annoying “black-eye,” but there is grief for the 
hardware dealer who receives invoices totaling several 
thousand in number in the course of a single year. 
Back-order shipments, factory shipments, and can- 
celled items are all costly to the merchant when a full 
year’s business of this nature is taken into considera- 
tion. Often a back order will not comprise a full freight 
shipment, resulting in an excessive transportation ex- 
pense. Factory shipments are also in this same class, 
necessitating indefinite delays and possible losses in can- 
celled sales orders. Items that the wholesaler cannot 


furnish and cancels present another phase in the buying 

organization, due to the fact that the buyer may have 

promised delivery to a customer and is then forced to 
(Continued on page 112) 





Dz &" Plates 
2 " Ostmeais 


Chantilly 1.15 
" 1.38 


less 10% 





bout \ Oo days, and will be shipped as soon as they arrive, unless you direct to the contrary. 
Any unfilled portion of this order will be forwarded upon arrival of goods, at prices prevailing at 
date of shipment. 






If not satisfactory notify us and back order will be cancelled. 











XAMPLES of the various forms used 

by the wholesaler in advising the 
dealer of items omitted. They are ex- 
plained in this article. 
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Your Trade Will Marvel at This 











No. 73 Cellar Window Set 
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National 


makes hardware to 
serve every building 
purpose—a complete 
line. The items be- 
low are all big sellers: 


BARN DOOR HANGERS 
BARN DOOR RAIL 
GARAGE HARDWARE 
DOOR LATCHES 
SCREEN HARDWARE 
STRAP AND TEE HINGES 
HALF SURFACE BUTTS 
MORTISE BUTTS 
ORNAMENTAL HINGES 
CUPBOARD TURNS 
SASH LOCKS 
SASH LIFTS 














No. 72 Cellar Window Set 


Automatic Feature 


devoid of intricate mechanism 


It’s the simple, efficient devices that are 
in demand these days—time and labor 
savers that do not get out of order- 


The No. 71 Automatic Cellar Window 
Set, illustrated, holds the window partly 
or fully open, is easily manipulated and 
easily installed. Protective finishes of either 
Japan or Sherardizing prolong the life and 
preserve the good looks of the hardware. 


Natienal 


Cellar Window Set No. 70 is provided with No. 600 
All-Steel Sash Lock. Set No. 72 uses No. 610 Sash 
Lock, while Set No. 73 is provided with No. 83 Turn 
Button as a fastener, and includes one pair of 24-inch 
Butts instead of the 2-inch size included in the other sets. 


Merchandise of this calibre always finds a ready market 
—its quality and finish identify it as goods of special 


merit. The completeness of the sets makes installation 


an easy job. Your trade will be interested in this 
hardware. Write today and be prepared to take 
advantage of the profitable business that awaits you. 


NATIONAL canis iceman COMPANY 
STERLING ILLINOIS 


No. 70 Cellar Window Set 

















RADY BROS., Jacksonville, 
Ill., do a good job of pushing 
builders’ hardware. Harry B. 
and William J. Brady are the broth- 
ers. Their firm, the Brady Bros. 
Hardware Co., began business thirty 
years ago in a long and narrow store 
room on the south side of Jackson- 
ville’s historic public square, often 
haunted in other days by such Civil 
War figures as Abraham Lincoln, 
Ulysses S. Grant, Stephen A. Doug- 
las and the Elder Richard Yates, 
who as governor gave Grant his 
commission in the Union army. 

No, the Brady history doesn’t run 
back that far, but the Brady busi- 
ness is about as solid as if it did. 
Three years after their start the 
sradys moved into a_ two-story 
building on the same side of the 
square with a 40-foot front and a 
depth of 180 feet, not to mention 
the basement. Later, a tin shop and 
sheet metal works were opened near 
by on South Mauvaisterre Street. 
With this physical equipment the 
firm fought for business and pros- 


pered. 


Their store room grew to 
be so desirable that within 
a few recent years, eight 
chains have bid for the loca- 
tion. One of them at length 
offered such money 
terms that the Bradys were 
moved to accept, leasing 
their building to the chain 
for fifty years at an increasing rental 
so attractive that few business men 
would consider refusal. 

The Bradys are business men. 
They knew they would have to sell 
a lot of hardware over a long period 
to offset the sure realty profit of- 
fered, so they signed the papers and 
took their hardware business with 
them to 215-17 last State Street, 
where they are now operating at the 
usual brisk Brady pace. 

In their new location they have 
7920 sq. ft. of business space in a 
two-story store 44 ft. wide, 60 ft. 
deep, with a full basement. Besides 
they still have their tin shop and 
sheet metal works and a convenient 
warehouse at ‘The Junction,” where 
the tracks of the Wabash, C. & A. 


TRIM SPECIFICATIONS FOR THE TANNER MEMORIAL LIBRARY, 
ILLINOIS COLLEGE, WERE EXACTING—But Brady Bros. met all the 
strict requirements laid down by Dennison B. Hull, the Chicago architect, 
who planned this beautiful building already accepted as a distinct con- 
tribution to the rising architectural standards of the Mississippi Valley. 
It was a task of matching that called for expert service. 











BRADY BROS. CULTIVATE 
CONTRACTORS 


Consequently They Get a Big Share of 
the Builders’ Hardware Business—Ability 
to Read and Follow the Blue-Prints Is a 
Major Factor in Thejr Favor—“Troubles” 
and Are Welcome in This Store, for They 
Usually Bring Patronage— 


and Burlington cross in the east end 
of town. 

Ninety-five per cent of the build- 
ers’ hardware sold out of the Brady 
store is for cottages of the average 
size, although trims for the larger 
buildings are by no means neglected. 
In the fall of 1929 the Tanner Me- 
morial Library on the campus of 
Illinois College, Jacksonville, was 
completed and its dedication was 
one of the ceremonies then con- 
ducted to celebrate the 100th anni- 
versary of that venerable institu- 
tion, perhaps the earliest school of 
higher learning established west of 
the Alleghenies. 

This library, designed by Denni- 
son B. Hull of Chicago, is already 
accepted as a distinct factor in the 
rising architectural standards of the 
Mississippi Valley. Artist that he is, 
Mr. Hull pored over his plans with 
a trained eye. Form must fit func- 
tion; both must combine in beauty. 
Every detail must strengthen and 
ennoble the whole. 

His requirements were, in the ver- 
nacular, “stiff.” Every piece of 
builders’ hardware had to harmon- 
ize with the atmosphere and feeling 
expressed in the lines and surfaces 
of that beautiful building. It was a 
task of matching that only experts 
could hope to accomplish. Brady 
3ros. won the contract. 

The exquisite assembly of build- 
ers’ hardware which they incorpor- 
ated in the edifice will, to those who 
know the importance and artistry 
of such structural detail, long re- 
main as a monumental tribute to the 
high order of special merchandising 
service made available to their 
clients by these two hardware men 
of Jacksonville. To the many who 

(Continued on page 104) 
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P \HERE isa great sales year 
ahead of you on these two 
Carborundum Brand Products, 


the No. 57 File and the Aloxite 


Brand Scythe Stone. 






Q National Advertising and 
thousands of boosting users have 
made both the most talked of 


products of their kind— 


(Q And remember, both are 


backed by the name 


ORDER NOW 
q FROM YOUR JOBBER “CARBORUN DU M” 


OR DIRECT 


«++ Carborundum Brand Abrasive Products ++ 


REG. U.S. PAT. OFF. 


The CARBORUNDUM Company, Niagara Falls, N.Y. 
CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. 


SALES OFFICES AND WAREHOUSES IN New York : Chicago : Boston : Philadelphia : Cleveland : Detroit : Cincinnati: Pittsburgh : Milwaukee : Grand Rapids 
The Carborundum Co., Ltd., Manchester, England Deutsche Carborundum Werke, Dusseidorf, Germany 


( carsorunoum AND ALOXITE ARE THE REGISTERED TRADE MARKS OF THE CARBORUNDUM COMPANY FOR ITS prooucts ) 
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Michigan Dealers Hold Grand Rapids Meeting 


it wasn't ‘hardware’! Henry Brown 
has been a victim of tradition; tradi- 
tion is the enemy of progress. Most 
of today’s competition is the competi- 
tion between storekeeping and mer- 
chandising. Price is not the major 
factor.” 


soe A. SCHANTZ, Grand 
Rapids, spoke at the Wednesday 
morning session on “What Is a Hard- 
ware Dollar?” “Henry Brown must 
face the fact,” said Mr. Schantz, “that 
it is not necessary to have the same 
markup on all classes of goods. He 
should not take the line of least re- 
sistance and. sell only the merchan- 
dise he can feature in the front of 
his store.” 

“Surveying Town and City Sales 
Opportunities” was the topic covered 
by A. D. Van Dervoort, Lansing. 
“Too many of us are confining our 
effort to hardware staples,’ said Mr. 
Van Dervoort. “We have gone on 
for years and years carrying goods 
for accommodation. Let’s push more 
merchandise that carries a profit. 

“Not ‘chain,’ but ‘change,’ is the 
thing we have to meet. We must 
change our fronts, change our inte- 
riors, change our methods, change 
everything—and keep on changing. 
Then the chain won’t bother us so 
much.” 

Waldo Bruske, Saginaw, said that 
Henry Brown should copy the best 
methods followed by the chain stores. 
“Mrs. Smith,” he declared, “likes to 
shop in a modern establishment, be- 
cause it is clean, well lighted and full 
of well-displayed merchandise.” 

Every dealer should shop around in 
other stores for prices and ideas. He 
should study the mail-order catalogs 
and make careful comparisons. It is 
wise for him to stock some of the 
cheaper items. 

“Let him display related merchan- 
dise in its proper relation. A galvan- 
ized pail should be shown with a 
dipper in it; that may lead to two 
sales instead of one. By showing a 
brush on top of a can of paint, brush 
sales can be increased.” 

Charles H. Miller, Flint, who does 
business in the high-rent district of 
his city, told how the addition of 
sporting goods had helped him solve 
the problem brought on by rising rent- 
als. He urged that the merchant 
should give such additional lines as 
much space and display as possible. 

Robert F. Frey, Ottawa, Ohio, past 


(Continued from page 50) 


president of the Ohio Retail Hard- 
ware Association, who summarized 
the discussion Wednesday, said: “To 
me business is one of the most ro- 
mantic things in the world. A man’s 
business should be made to pulsate 
with his enthusiasm. We are in an 
age that is more pregnant with oppor- 
tunity for the independent merchant 
than any previous age. 

“T am supremely optimistic about 
the future of the hardware merchant. 
So long as he remains a merchant, 
he will be in business generations 
hence. He has changed his methods 
and is going into new fields confident 
of his success.” 

“If a merchant lets his mind dwell 
too much on all sorts of competition,” 
said L. B. Gee, Whitehall, at the 
opening of the Thursday session, “he 
becomes mentally nauseated. In our 
store we try to consider the success- 
ful methods of competition merely as 
so many good business tips. Mer- 
chandising is nothing more or less 
than the effort to distribute commodi- 
ties and service in a community; com- 
petition is the division of that effort.” 

Fred A. Harms, Detroit, discussed 
the competitive conditions he had to 
meet in an industrial district four 
miles from the center of his city. 


(Dn “Buying Backward to Meet 
Price,” Louis F. Wolf, Mount Clem- 
ens, said: “Our friends among the 
sales managers have always been in- 
clined to help us meet our pricing 
problems with respect to the sale of 
highly competitive goods. 

“The supplier, of course, should 
confine his sales to the proper chan- 
nels. Merchants and their suppliers 
can always cooperate in such ways to 
their common advantage. Despite his 
difficulties, I feel sure the independent 
is here to stay.” 

Speaking of loss leaders, Norman 
G. Popp, Saginaw, had this to say: 
“We have tried them in the hope they 
would lead to other sales. But we 
found that a sale of 29-cent brooms 
brought only broom customers. Our 
faith in this method of stimulating 
trade is not strong. 

“Selling goods from open display 
tables takes less time and sells more 
goods. We find that a good many 
potential customers do not have time 
to come to our store; so we go to 
them and they seem to appreciate 
such special attention.” 


Toward the end of the Thursday 
session John C. Fischer, Ann Arbor, 
and Scott Kendrick, engaged in a 
rather lively colloquy over the sale 
of valentines in a hardware store, 
mentioned earlier by Mr. Atkinson of 
Brooklyn. 

Mr. Fischer thought the hardware 
merchant should strive to be a hard- 
ware specialist. Mr. Kendrick advo- 
cated the other view, that salable lines 
should be added almost regardless of 
their character. 

“Be a hardware man,” urged Mr. 
Fischer. He also opposed contract 
sales made on the deferred-payment 
plan. Another dealer spoke strongly 
in favor of such sales, saying that 
they increased the visits of the cus- 
tomer and hence resulted in addi- 
tional sales. 


. JOHN B. FOLEY, 
Syracuse, and Martin Van Dussen, 
Rochester, both of the New York Re- 
tail Hardware Association, spoke 
briefly. Mr. Van Dussen said that 
before forty a man should consider 
the advice of older men carefully, but 
that after forty he should pay re- 
ligious heed to the ideas of younger 
men. 

Summarizing the points made dur- 
ing the session, Harold W. Bervig, of 
the National Retail Hardware Asso- 
ciation, Indianapolis, said: “From 
40 to 60 per cent of the merchandise 
in modern retail hardware stores are 
not what would have been classified 
as hardware twenty. years ago. 

“Hardware lines in the chain store 
today are not increasing. Competi- 
tion from this source is sometimes 
exaggerated. I know of a dealer in 
California who involuntarily acquired 
a new business neighbor that made 
him sick at heart. It was a mail- 
order branch. _ Soon he found that it 
made his neighborhood a better mar- 
ket. For some reason the mail-order 
branch moved away. That made him 
sicker than ever. 

“Tf you don’t sell the larger units 
on deferred payments, you cannot 
gain sufficient volume. Our study of 
the monthly reports on nearly two 
thousand retail stores brings us to 
that conclusion.” 

Secretary B. Christianson, Stevens 
Point, Wis., of the Wisconsin Retail 
Hardware Association, spoke Friday 
morning on “My Job.” “It is the job 

(Continued on page 70) 
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TRADE MARK 


- 





“61°? Quick Drying Varnish has taken its place with other Pratt 





& Lambert Varnish Products — with dealers, painters and the 





public. Every can sold helps you realize the value of a popular 





trade mark, produets of unvarying exeellence and equitable 





trade policies. 





This four-hour varnish in Clear Gloss. Dull Finish and Colors, is 








worthy of the name “61° and is bought with confidence because 





| that numeral stands for satisfaction. 





| Pratt & Lambert-Ine.. Varnish, Enamel & Lacquer Makers. 11 Tonawanda Street, 





Buffalo, N.Y. In Canada: 29Courtwright Street. Bridgeburg. Ontario. 


PRATT & LAMBERT cee 
VARNISH PRODUCTS + 
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Boston Convention Instilled Confidence 


the most for her money; she will 
spend hours shopping while the man 
takes minutes. It was openly stated 
during the last day of the convention 
that women like pleasant surround- 
ings, that hardware stores should 
meet that requirement; that if the 
hardware cealer is to keep up to or 
ahead of other stores in his locality 
he must cater to the woman customer. 

Plenty of instances were cited 
where women had purchased nails, 
bolts, nuts, and many old line hard- 
ware items. But the point was stressed 
that the average hardware store can 
and must carry a more varied line of 
merchandise, without losing its iden- 
tification as a hardware store. A 
Maine dealer said that in order to 
compete with stores in town it was 
found necessary to install bed springs 
and kindred merchandise. The scheme 
has worked out wonderfully because 
he can afford to sell such goods at 
low prices and therefore attract the 
woman buyer into his store where he 
has a geod line of kitchen, bathroom, 
and general line of household goods. 


Archie J. Osborne, of Holyoke, 
Mass., who has conducted the New 
England convention question box 
meetings for several years said, along 
the lines of revamping hardware 
store stocks, that he has made a point 
of analyzing exhibits of the promi- 
nent jobbers at the show. He was 
frank to admit that goods on display 
had little connection with the old line 
hardware business, and inferred that 
the jobber usually smells the trend of 
business currents much quicker than 
does the retailer. 

Interesting sidelights were brought 
out at the convention. To illustrate. 
it was proved beyond doubt that a 
hardware stere of any size whatever 
will do well to have store clerk meet- 
ings. In connection with such meet- 
ings a representative of one of the 
most aggressive New England hard- 
ware dealers stated that they held 
such meetings. once a month. The 
management has no jurisdiction over 
the meetings—they were suggested 
and are supervised by the clerks 
themselves. 


At these meetings the heads of 
store departments are obliged to ex- 
hibit and discuss new goods taken on 
during the month. By so doing all 
employees secure a general idea of 
what the store is selling and there- 
fore are in a position to make sug- 


(Continued from page 51) 


gestions to customers for purchases 
in all departments. In this particu- 
lar case, the management often learns 
more of what is going on in his store 
than he otherwise could. Further, it 
puts the responsibility of merchan- 
dising clearly up to every clerk, and 
the clerks seem to like it. 

One of the few questions that ap- 
parently were not settled at the con- 
vention was that of telephones. It 
appears that some retail dealers feel 
that the telephone is a detriment to 
their particular stores. That to have 
a clerk endeavoring to sell a customer 
something and to have him called to 
the phone to take an order from some 
particular friend means a loss of sale 
to the floor customer or, at least a sale 
at reduced cost, because in the interim 
of clerk answering the phone and his 


previous working up of customer to. 


buying a highly profitable item, the 
purchaser changes his mind on 
amount of money to be invested. 


On the other side it was cited by 
one interest that a Pawtucket, R. L, 
dealer sells $100,000 worth of goods 
annually over the telephone. Somebody 
suggested that a private line be in- 
stalled for the use of clerks for per- 
sonal as well as business calls. 

In the question box period there al- 
ways are shown various methods by 
which a hardware dealer can _ sell 
goods to advantage. At this Boston 
meeting suggestions along this line 
happened to run very much to saws. 
One chap said he bought a bunch of 
saws, of good make, but unbranded. 
They cost him $1 each, and he first 
put them up for sale at 98c. and sales 
were surprisingly small. Evidently 
people thought there was something 
the matter with them. Next he al- 
most doubled the original price and 
they sold like hot cakes. 


Another dealer bought a bunch of 
saws, without manufacturer's name on 
them, and offered same at reduced 
prices. He sold eight saws in three 
days. These saws should have been 
sold at $2.50 to $3 each, but he put 
the price at $1. One of the clerks in 
his store suggested that he reprice 
the saws to the original cost, and 
give all clerks a commission of 10 per 
cent for selling them. The saws sim- 
ply went like the dew. But as was 
pointed out the bonus proposition can 
be carried to excess in any store. 

Some of the incoming officers of 
the association and many of the 


guests were from Maine, conse- 
quently the whole affair had a Maine 
atmosphere. Former Governor Ralph 
O. Brewster, Maine, was a guest at 
the association's annual dinner at the 
Hotel Statler, on Washington's birth- 
day. Russell J. Atkinson, Brooklyn, 
past-president of the national organi- 
zation, was anether guest. Mr. At- 
kinson did not miss a question box 
or regular meeting during the three 
days, and possibly got a bigger kick 
out of things than anybody else. 

Russell M. Sanders, Boston, was 
elected president to succeed Robert H. 
Russell, retiring president, of Holy- 
oke. Other officers elected for the 
ensuing year were: L. E. Jacobs, 
Auburn, Me., first vice-president ; 
W. H. McGaw, Cohasset, Mass., sec- 
ond vice-president. Secretary, George 
A. Fiel. Directors for three years: 
H. S. Randall, Worcester, Mass.; C. 
H. Gardner, Springfield, Mass.; W. 
G. Neale, Lynn, Mass.; C. E. Wil- 
liams, Ware, Mass. A. L. Averill, 
Sarre, Vt., was elected a director to 
fill the term made vacant by W. H. 
McGaw. 


Michigan Dealers Held Grand 
Rapids Meeting 
(Continued on page 68) 


of the hardware merchant,” he said, 
“to buy and sell and to promote these 
operations at a.profit. That is the 
sum of it. 

“In the ranks of an association 
serving another trade field a group 
of one hundred retailers agreed to 
take orders from central expert man- 
agement. All showed a profit at the 
close of the experiment. Their suc- 
cess must be credited to the efficient 
management. 

“T do not regard the merchant as 
the ‘purchasing agent for his com- 
munity.. The cooperative farmers’ 
agency, selling on a horizontal margin 
of 15 per cent, may be such an agent, 
but there is little about the function 
to attract a real merchant. 

“You should know what the people 
of your community have and what 
they don’t have. That is more impor- 
tant than knowing their likes and dis- 
likes. After you learn something 
about the potential market in your 
community, as C. E. Bradley, of Blue 
Mound, Ill., learned, you will be more 
apt to go after the business aggres- 
sively.” 
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THE CHEMICAL HEALTH GLASS 





cl 


Best of all Glass Substitutes 


INSURES CUSTOMER SATISFACTION 


Here Ils Why! 


Most durable. The wire mesh is impreg- 
nated with a heavier film, which excludes 
moisture. This means longer life. 


Tests prove its greater strength. Made 
with a double wire reinforced selvage. 


Admits most ultra-violet rays. Laboratory 
tests prove this. 


Most transparent. Although the film is 
heavier, tests show that VIMLITE admits 


more light. 


Always lies flat and straight. This insures 
greatest satisfaction. 


Always uniform. By the special pro- 
cesses used in the manufacture of 


VIMLITE, there can be no variation. 


Longest service. The double-wire selvage 
and heavier film mean greater durability. 
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NEW YORK WIRE CLOTH COMPANY Fa 


342 Madison Avenue New York, N. Y. 
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VIMLITE is the best glass sub- 


stitute from every standpoint. In addition to its stronger 
construction, which means longer life, it admits more light 
and more ultra-violet rays. These are facts backed by 
careful laboratory tests. 


Satisfied customers mean more profits. Here is a window 
material which adequately meets the customer's needs 
from every angle — and that spells satisfaction. 


Every alert farmer now knews the value of ultra-violet 
rays. Our advertising is acquainting your trade with the 
test-proved superiorities of VIMLITE to bring these 
health rays into brooder houses, chicken houses, stock 
barns, hotbeds, cold frames and other farm structures. 


VIMLITE comes in convenient self-dispensing orange 
cartons — easy to handle. Approved by the National 
Board of Fire Underwriters. 
Order from Your Hardware Jobber 
—the Only Source of Supply. 








VIMLITE is shipped in this substantial orange carton which can be used as 
a self-dispenser. With a sharp knife, cut along the black line and place the 
box on your counter or the floor. Pull binding tape gently and VIMLITE 
follows through the opening, flat and smooth, ready for clipping off with the 
shecrs. Nothing could be simpler. Be sure you get the orange carton. 
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a a ead VIMLITE is manufac- 
-_ —_ tured under Patent 
No. 1,580,287. 
WIRE 
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SUPPORT IS GROWING 
FOR KELLY-CAPPER BILL 


by L. W. MOFFETT 


(Washington Bureau of HARDWARE AGE) 

Representative M. Clyde Kelly, of 
Pemsylvania, one of the authors of 
the Kelly-Capper price standardiza- 
tion bill, told Harpware AcE that he 
thinks the House Committee on Inter- 
state and Foreign Commerce will take 
up the measure in the House on calen- 
dar Wednesday either of the present 
week or soon thereafter. He also 
stated that he had been told by Sen- 
ator Curtis, president of the Senate, 
that the latter would ask for con- 
sideration of the bill in the Senate 
when it reaches that body. Mr. Kelly 
continues to express confidence that 
the measure will pass the House at the 
present session and that support for 
it is growing. He does not think that 
it will pass the Senate at the present 
session, a view that is generally 
shared since the Senate is jammed 
with legislation, behind, far behind, the 
House, due to the prolonged Senate 
discussion of the tariff bill. However, 
with the resale price maintenance bill 
enacted by the House, Mr. Kelly said 
that such progress would be satisfac- 
tory and pave the way for Senate ac- 
tion. It has been indicated that before 
the bill is taken up for consideration 
on the floor of the Senate that further 
hearings will be held on it, despite the 
volumes of evidence that have been 
submitted on it by the strongly con- 
tending forces for and against the 
legislation. 

Meanwhile questionnaires sent out 
by the Federal Trade Commission re- 
questing additional price maintenance 
data are still being returned. They 
are designed to aid in comparing 
prices for price-maintained and non- 
price-maintained goods. Preparation 
of the second and last volume of the 
report on resale price maintenance is 


in progress and will contain informa- 
tion intended to be of use in Congress 
in drafting legislation. Whether or not 
it will be ready before the Senate 
takes up the bill remains to be seen. 
The first volume, issued Jan. 30, 1929, 
deals with general economic and legal 


aspects of price maintenance. Sup- 
porters of the Kelly-Capper bill claim 


that the first volume has had the ef- 
fect of increasing sentiment in favor 
of the measure. 

A comparative study of chain and 
independent store prices similar in 
scope to those recently carried on in 
Cincinnati and Washington, but the 
plan under way calls for selecting a 
city much larger than either of these 
two. The study will be part of the 
survey the Federal Trade Commission 
is making regarding chain stores in 
accordance with the Brookhart resolu- 
tion. 

The general inquiry calls for a com- 
prehensive report on whether consoli- 
dations of stores have been effected in 
violation of the antitrust laws and di- 
rects the Commission to suggest what 
legislation, if any, should be enacted 
to regulate chain store distribution. 





The exceptional standing of the 
“Market Data Handbook of the 
United States” is indicated by the fact 
that its compiler, Paul W. Stewart, 
Domestic Commerce Division, Depart- 
ment of Commerce, was, given the 
Harvard award for scientific research 
in advertising, carrying a cash prize 
of $2,000. This is one of a series of 
awards established in 1923 by the late 
Edward W. Bok in the Harvard Busi- 
ness School in the belief that higher 
standards of effort in planning and 
execution of advertising might be 
stimulated thereby. The honor going 
to Mr. Stewart, announced at a 
dinner given in Boston last Saturday 
night by the Harvard Business School, 
is also unusual because the book is a 
government publication and which 
under government regulations could 
not compete for the awards. The 
award to Mr. Stewart was made pos- 


sible only through the efforts of 
friends, unknown to him, suggesting 
on their own initiative the book for 
the honor. The book itself has been 
reviewed by Harpware Ace. The up- 
to-date and appropriate character of 
the book is shown by the fact that it 


was built upon the highly important 
problem of distribution and was in- 
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PAUL W. STEWART 


Of the Department of Com- 

merce, who was the recipient of 

the Harvard award for scientific 
research in advertising 











tended to aid merchants in eliminating 
waste through that source, a study 
that is being given broad attention in 
the field of economics and merchan- 
dising today. The work is extremely 
comprehensive and was possible only 
through the cooperation with private 
and governmental agencies, a fact 
readily acknowledged by Mr. Stewart. 

Mr. Stewart is 32 years of age, 
born in Bradensville, Pa., and grad- 
uated as honor student, University of 
Pittsburgh, School of Business Ad- 
ministration, Bachelor of Science in 
Economics, 1923. He took a post 
graduate course in the University of 
Pittsburgh Law School. He con- 
ducted a special research investiga- 
tion to collect data for an important 
legal case. The material was accepted 
as a thesis for degree, January, 1923. 
Mr. Stewart became associated with 
the editorial division of the Bureau 
of Foreign and Domestic Commerce, 
assisting in the editing of “Commerce 
Reports” and other miscellaneous pub- 
lications on foreign and domestic 
trade, serving in that capacity from 
April, 1924, to February, 1926. Since 
the latter date he has been in the Do- 
mestic Commerce Division and has 
partcipated in every phase of commer- 
cial survey, including collection of in- 
formation, contact work, planning of 
both research and field work, statisti- 
cal analysis, and writing and editing 
manuscript, 

The “Market Data Handbook of the 
United States” is one of the govern- 
ment’s “best sellers.” The original 
sales stock of 3000 copies was ex- 
hausted within three weeks, neces- 
siting a reprint of 3000 extra copies. 
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Show us the job 
—there’s a HERSCHEL W & B 
Lawn Mower that will do it 







































































Fifty models and sizes—a HERSCHEL W & B LAWN 
MOWER to meet every consumer demand—a model adapted 
especially to your own particular territory. 


No longer need you try to sell a misfit mower. Find in this 
complete line the sizes and styles best suited to your local 
conditions—every model from the highest grade to the cheap- 
est competitive machine and with a range of wheel sizes from 
8 inches to 11 inches in diameter—every model an exceptional 
value at the price—every one built to match perfectly the 
HERSCHEL high standards of mechanical precision. 


Many years’ lawn mower experience, in this and foreign coun- 
tries, make it possible for us to build the types of machines 
you can sell most easily and with the most profit. Show us 
any grass cutting job and there is a HERSCHEL W & B 
Lawn Mower that will do it. 


Ball bearings are positively self-adjusting, have cups, cones 
and balls of high grade steel, hardened, ground, dust proof. 
Extra large pinions, deep clutch and hardened throw pawls 
give long life. Steel clip bolted to casing, fitted to flange on 
solid hub, prevents wheels working loose. Oil pockets retain 
oil, permitting it to reach all bearings. Rigid “Four Square” 
construction keeps mowers in alignment. All models have 
grass catcher hooks. 


Write for Prices, Discounts 


If you are not on our mailing list for our special Lawn Mower catalog, 
write at once for a copy before you place your lawn mower order. New 
Dealer Net Price List mailed on application. 


R. Herschel Mfg. Company 


Peoria, Illinois 


Branches: Omaha, Nebr., Minneapolis, Minn. 


PUTNAM & CO., 32 Howard St., New York, N. Y. 


















































































Freight Loadings Recede From 
Last Year’s Level 

Loading of revenue freight for the 
week ended Feb. 15 totaled 891,597 cars, 
according to the car service division of 
the American Railway Association. 

This was an increase of 5016 cars 
above the preceding week this year, but 
a reduction of 65,901 cars under the same 
week of 1929. It was, however, an in- 
crease of 3011 cars above the same week 
in 1928. 

Loadings for the week compared with 
the same week last year follow: Miscel- 
laneous freight, 319,640 cars, a decrease 
of 18,778 cars; merchandise less than 
carload lot freight, 239,523 cars, a reduc- 
tion of 9047 cars; coal, 182,325 cars, a 
decrease of 29,425 cars; forest products, 
59,134 cars, a decrease of 2390 cars; ore, 
8905 cars, a decrease of 700 cars; coke, 
11,428 cars, a decrease of 2171 cars. 

Grain and grain products loading to- 
taled 44,755 cars, a reduction of 2398 
cars. In the Western districts alone, 
grain and grain products loading amount- 
ed to 31,149 cars, a reduction of 1853 
cars under the same week in 1929. Live 
stock, 25,887 cars, a decrease of 992 cars. 
In the Western districts a'one, live stock 
loading amounted to 20,406 cars, a de- 
crease of 594 cars, compared with the 
same week last year. 

All districts reported reductions in the 
total loading of all commodities com- 
pared with the same week last year, but 
all reported increases over the same week 
in 1928, except the Southern and North- 
western districts, which showed decreases. 


Week’s Price Average Was 92.2 
Per Cent, Says Fisher 


Prof. Irving Fisher of Ya'e University 
announced on Feb. 23 that wholesale com- 
modity prices for the week ended Feb 
22, and based on Dun’s quotations, aver- 
aged 92.2 per cent. 


Weather Stimulates 
Activity in Spring 


Hardware Lines 


New York, March 4.—The de- 
mand for hardware has reacted fa- 
vorably to the first few days of 
spring-like weather. In most trade 
territories, throughout the country, 
milder weather has recently pre- 
vailed and under its influence in- 
creased consumer purchasing was 
readily noticeable. Southern market 
centers, of course, were the first to 
feel the effect of more moderate | 
temperatures. 

Gradual recovery from the cur- 
rent recession is indicated and it is 
now freely predicted that general 
conditions will regain a normal 
status before May. / 

Keen competitive situations, aris- 
ing between manufacturers of cer- 
| tain staple lines, and particularly 
in builders’ hardware, have resulted 
in somewhat easier prices. As a 
whole, however, the price situation 


is satisfactory and few major re- 
visions have been made during the 











past week. 
| The credit situation is rather | 
“spotty” in character. Collections | 


are normal in some sections and 
slow in others. 


The January average was 93.3 per cent. 
The purchasing power of the dollar was 
108.4 cents on a 1926 basis of 109 cents. 
The January average was 107.2 cents. 
Crump’s index of English prices 
| the week on the revised 1926 level 
85. The January average was 86.8. 
The Italian index on the revised 1926 
| basis for the week ended Jan. 15 was 68.1. 


for | 
was 
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Bank Clearings Show Decline 
For Week Ending Feb. 20 


Bank clearings in the United States 
for the week ended Feb. 20, as reported 
to Bradstreet’s Journal, aggregated $11,- 
334,754,000, as against $8,795,005,000 last 
week, a holiday week, and $14,260,687,000 
in this week last year. There is here 
shown an increase of 28.8 per cent over 
last week, but a loss of 20.5 per cent 
from the like week of 1928. Canadian 
clearings aggregated $290,247,000, against 
$217,378,000 last week and $332,249,000 


in this week last year. 





Business Failures Show Decline 


In Week 


Business failures for the week ended 
Feb. 20 number 560, as compared with 
572 last week, 403 in the like week of 
1929, 385 in 1928, 424 in 1927, and 390 
in 1926, according to Bradstreet’s. The 
Middle Atlantic States, however, in addi- 
tion to presenting the largest number of 
failures, showed a gain from 181 last 
week to 200. The Northwestern section, 
in spite of the fact that it presents the 
smallest number of failures, also showed 
a gain from 25 last week to 30. 

The number of failures in the United 
States, a'though continuing above the 
relatively moderate mortality a year ago, 
showed a tendency toward decline this 
week, R. G. Dun & Co. states. 

“Thus, defaults numbered 585, com- 
pared with 619 two weeks ago, which 
was the last preceding full week covered, 
the reduction being 34. Moreover, the 
daily average this week was quite a little 
lower than that of last week. In respect 
of the number of insolvencies for more 
than $5,000 of liabilities in each case, 
betterment also is shown this week, the 
total of such failures being 344. In the 
five-day period last week, 361 such de- 
faults while the number two 
weeks ago was 397. 

“Numbering 57, Canadian failures this 
week compare with 61 last week, 66 two 
weeks ago, and 53 reported in this week 
of 1929.” 


occurred, 
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THE MATERIAL OF 


You can sell Bakelite Molded Door Knobs 





with practically no effort 


IGHT now a good many doors in 

your community are disfigured by 
stained and tarnished knobs. You can 
sell new knobs for those doors with al- 
most no effort. The profits will be 
quick and easy. Here is the way— 


Just display Bakelite Molded Knobs 
prominently. Though they are inex- 
pensive, they are different and very 
handsome. They will attract attention 
—practically sell themselves. Then 
take a moment to tell your customers 
the advantages of a Bakelite Molded 
Door Knob. 


Point out that these knobs are very 
strong and do not dent, shatter or chip. 
That the color goes clear through the 
material and cannot wear off. That the 
surface lustre is permanent, and the 
material will not corrode or stain. 


You will find these superior knobs 
especially good sellers during the 
Spring redecorating season. Get in 
touch with the National Brass ‘Com- 
pany, Grand Rapids, Mich. Arrange 
for a stock and an attractive display of 
Bakelite Molded Knobs in several 
colors and finishes. 


BAKELITE CORPORATION 


247 Park Ave., New York, N. Y. 


Chicago Office, 635 West 22nd St. 


BAKELITE CORPORAT.ON OF CANADA, LTD., 163 Dufferin Street, Toronto, Ont. 


BAK 


REGISTERED 





LITE 


U. S. PAT. OFF. 


“The registered Trade Mark and Symbol shown above may be used only on products made from materials 
manufactured by Bakelite Corporation Under the capital “‘B” is the numerical sign for infinity. or unlimited 
quantity It symbolizes the infinite number of present and future uses of Bakelite Corporation's products.” 


~ | 
om 





A THOUSAND USES 
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KANSAS CITY::: 


KANSAS CITY, March 3.—Paint and lacquers in small household 
sizes are beginning to respond favorably to the stimulus of spring 
Dealers report that their stocks in such lines are requir- 
Likewise, oil and turpentine are picking 
up, showing a very slight rise in prices. 

The season is still a little early for house paint, white lead, etc., 
but dealers are getting ready for what they hope will be a good 
Outside painting is not lively just yet, but there is quite 


weather. 
ing attention at this time. 


‘paint year. 


a little interior work being done, especially by housewives. 
cleaning is producing a call for mops, polishes and household hard- 
ware such as hinges, screws, nails, small tools, etc. 

Grass seed is coming rapidly into season as weather conditions 
have lately been right for sowing. 

Gardening implements, including rakes, hoes, spading forks and 
like equipment have started moving. The season seems a little pre- 
mature in view of past years, but if the sunny weather continues a 
little longer gardening tools will have gained a good momentum. 

Although still rather slow, collections are coming in considerably 
better than at the first of February. As it had been hoped, the 
weather loosened and roads opened up, making it possible for farm- 
ers to come in and take care of their bills. 

Taken as a whole, the situation in Kansas City and surrounding 
Prices have remained generally firm, with 


trade territory is fair. 
very few fluctuations. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. KANSAS CITY. 


AMMUNITION. 
Well known good quality § car- 
tridges, .22 short, $2.98 per thou- 
sand; 22 long, $4.08 per thousand; 


.32 long rifle, $4.75 per thousand; .32 
short, $8.05 per thousand; .32 long, 
$9.26 per thousand. 

Shot shells, good quality, 12 ga., 
6c, $31.67 per thousand; 16 ga., 6c. 
$30.50 per thousand; 20 ga., 6c, $29.67 
per thousand. 


AXES. 

First quality, 3% to 4% lb., with- 
out handle, single bit, $14.90 per doz.; 
double bit, 3 to 4 lb., $19.35 per doz. 
Other first quality axes, handled, 
3% Ib. single bit, $19. 25 per doz.; 4 
Ib., $19.85 per doz.; 4% lb. single bit, 
$20.45; double bit, $24.25 per doz. 


BUILDERS’ HARDWARE. 


Case lots of 2% x 2% steel butts, 
old copper and dull brass finish, 
$16.75 a hundred pair; 3% x 3%, $17 
a hundred pair; 4 x 4, $22 a hundred 
pair; heavy steel bevel inside sets, 
case lots, $5.00 per doz.; steel bit- 
keyed front door sets, $17.00 per doz. 
set; wrought bronze metal, $2.90 per 
set; cylinder front door sets, wrought 
bronze metal, $6.00 per set. 


CARRIAGE AND MACHINE BOLTS. 


Small carriage, rolled thread, 50- 
10-10-5 off list; small carriage cut 
thread, 50-10-5 off list; large carriage 
cut thread, 50-10-5 off list; small 
machine rolled thread, 50-10-10-5 off 
list; small machine cut, 50-10-5 off 
list as of April 1, 1927. 


FISHING TACKLE. 


Rods, split bamboo fly rod, No. 
97%, $5. 60 each; No. 3097, $3 95 ‘each; 
No. BBC46GG steel bait ‘castin rod, 
$1.49 each. Best quality No. 27 kK 


Spring Wea 


(Kansas City office of HARDWARE AGE) 


House- 








grip, agate guides, in from 4 to 5% 
ft. lengths, $7.35 each. 
No. 1000 good quality, level wind- 


ing, anti-backlash reel, $5.65 each; 
No. 1893 level winding, $3.35; No. 12 
level winding, anti-backlash, $13.35 
No. 100 level winding, $3.35; No. 223, 
$1.85. Enameled silk line, 100 yards, 
23-lb. test, $2.65; 16-lb. test bait cast- 
ing line, 100 yd, $2.15. 


' 


GARDEN HOSE. 

Best quality moulded, % in., 
per 100 ft.; % in., $10.50 per 100 ft. 
Good quality, % in., $6.50 per 100 ft.; 
5 in., $7.25 per 100 ft.; % in., $8.50 
per 100 ft. 


GARDEN PLOWS. 


$9.00 


No. 9, $12.60 each; No. 17, $2.75 

each. 
HOES. 

No. CROA, best quality, $11.64 
doz.; No. XG067X, good quality, $9.60 
doz.; No. LY5, good quality, $7.20 
doz. 


LAWN GOODS. 


L. R. Nelson Mfg. Co. products, 
lawn sprinklers; Whirling Fairy, 
$13.50 per doz.; Garden Fairy, $16.00 
per doz.; Crown, $6.80 per doz.; 
Crescent, $6.30 per doz.; Cricket, $8.00 
per doz.; Flairing Rose, $4.80 per doz. 
Nozzles, Rain Boy, $4.00 per doz.; 
Peoria, $4.00 per doz.; Perfect Clinch 
couplings, $2.00 per doz.; Perfect 
Clinch hose mender, 84c. per doz.; 
Corrugated hose coupling, $1.30 per 
doz.; ‘“‘Snap’’ coupling, $1.95 per doz.: 
brass mender tube, 37c. per doz.; 
hose clamps, brass, 33c. per doz. 

“Doo-Klip’ Grass Shears, $10.80 
per doz.; ‘“‘Doo Klip’? Long Handled 
Grass Shears, $18.00 per doz.; ‘‘Doo- 








Klip” pruners, $10.80 per doz. 
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ther Stimulates Demand: 


$ Prices Remain Generally Firm 


MILD STEEL BARS. 


3ars, Shapes and small angles 
$3.56 per cwt. base; structural sizes 
and shapes; $3.66 per cwt.; mild steel 
bands, 3-16 and lighter, $4.21 per 
cwt.; steel hoops, $4.66 per cwt.; re- 
inforcing bars, $3.40 per cwt.; cold 
rolled round shafting,: $4.16 per cwt.; 
cold rolled square bars, $4.66 per cwt. 


MOPS. : 


Betty Bright self-wring mop, No. 
10, $8.00 per doz.; Betty Bright mop 
cloth, No. 20, $4.00 per doz. 


NAILS. 


Common wire nails, $3.15 per keg. 
base (see new extras). 


OILS. 


Raw linseed oil in steel drum lots, 
$1.21 to $1.26 per gal.; boiled lin- 
seed oil in steel-drum lots, $1.24 
and $1.29 per gal. Turpentine, pure 
gum spirits, in steel drum lots, 71c. 


RAKES. 


Garden rakes, No. Bl4, best qual- 
ity, $11.52 per doz.; No. 114, good 
quality, $6.30 per doz. 


SASH WEIGHTS. 


Tn one-ton lots or more, $1.70 per 


ewt.; less than-ton lots, $1.80 per 
cwt. 

SCREWS. 
Flat head bright screws, 45-20 


per cent off list; round head, blued 
screws, 40-15 per cent off list; flat 
head brass screws, 37%-15 per cent 
off list; round head brass screws, 
3244-15 per cent off list. 


SHEETS. 


Galvanized sheets, 24 ga., per cwt., 
$4.75 base; one- pass, cold-rolled, 27 
ga., $4.20 per cwt.; blue annealed, per 
ewt., 80. 


SKATES. 


Union Hardware, roller skates, No. 
6L, $1.75; No. 5M, 65; No. 130L, 
$2.11; No. 130M, $1.9 

Chicago roller el No. 181, $2.65; 
No. 183, $2.75; No. 185, $2.75; No. 101, 
$1.35; No. 103 and 105, $1.40. 


STORAGE BATTERIES. 


Automobile, 6 volts, 11 plate, heavy 
standard terminal, $8.85 each; 6 volt, 
13 plate, $10.45 each; 12 volt, 7 plate, 
$12.55; 6 volt, 11 plate, thin, stand- 
ard terminal, $7.25; 6 volt, 13 plate, 
thin, for Ford and Chevrolet, $5.81. 


TIRES. 


Mansfield automobile, covered by 
standard warranty, 30 x 3%, oe 
heavy duty cord, a. y cl., $5. 31 x 

; 33 x " io. 
4, 18; 33 
$21.15; Balloon, x 4.40, regular, 
36.48, 30 x 4.50, $7.22; 30 x 5.25, $11.9 
31 x 5.25, $12. 35: 31 x 6.0 0, 316.55; 33 
x 6.00, $17.55. Trosles, 32 x 414, 8 ply, 
$15.79; 33 x Pip .84; 30 x 5, $20.12: 
36 x 6, 10 ply, $36.70; 
: 40 x 8, 12 ply, $72.14. 

(All foregoing prices subject to 10 

per cent trade discount). 


WALL PAPER CLEANER. 
Absorene, in case lots of 10-lb. 
pails, $5.40 per case; 1-lb. cans, $9.00 
per gross. 
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American Steel & Wire Company 


NATIONAL ADVERTISING 
Makes All Roads Lead to Your Store 





















A. S. WILSON 
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Steel Fence Posts 
American Steel Gates 
Protector Poultry Fence 
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Barbed Wire 
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TWIN CITIES: 


MINNEAPOLIS, MINN., March 4.—Very mild weather last week 
has started people in the Northwest tributary to the Twin Cities 
to thinking about their spring plans. 
a very good year in the territory served by this market, and general 
opinions seem to indicate that sales volumes will advance with the 
Reports from over the field have an optimistic 


progress of the year. 
turn. 


Spring merchandise is moving out to the dealers quite freely now. 
Stocks are in good shape to fill the orders, and a gradual growth of 


(Minneapolis office of HARDWARE AGE) 


business during the first six months is expected. 


Collections are holding up well, and the employment situation is 


favorable in comparison with other years. 


Prices are fairly settled, there being no changes to report this 


week. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
F.0O.B. MINNEAPOLIS OR ST. PAUL. 


RETAILERS, 


AXES. 


Single bit, 
axes, $15 to $16.50; 


base weight, unhandled 
double bit, $20.00 


to $21.50; single bit, handled, $19.25; 
double bit, handled, $24.25 doz., net. 
BOLTS. 

Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and 
lag screws, 60 per cent from stand- 
ard lists. 

BRADS. 
Wire brads, in 25-lb. box, at 75 per 


cent from lists. 


BUILDING PAPER. 
Red rosin sized building paper, 
$2.52, and tarred felt, $2.80 cwt., net. 


CHAIN. 
Log chain, coppered, 
5/16 x 14, $2.11; % x 
ages ye “4X 14, $1.40; 


4 x 14, $1.56; 
14, $2.89: self 
*5/16 x 14, $1.88; 


% x 54 each; proof coil chain, 
% Ag $s. mt % in., $16.04; % in., 
$26.13; 54 in., $41.82 per 100 ft. 


EAVES TROUGH, CONDUCTOR 


PIPE AND ELBOWS. 


Eaves trough, 28-ga., 3-in., slip 
joint, 5-in., in crates, $5.25; 6-in., 
$6.40; conductor pipe, 3-in., in crates, 
not nested, $5.10; 4-in., $7.15 per 100 
lin. ft.; elbows, 3-in., $1.73; 4-in., 
$2.88 doz. net. 

FILES. 


First quality files, 50 per cent, and 
jobbers’ brands, 60-10 per cent from 
list. 


GALVANIZED WARE. 
Standard galvanized 
$2.70; 12-qt., $2.85; 14-qt., $3.10; stock 
pails, 16-qt., $4.70; 18-qt., $5.50; 
standard tubs, No. . 7.15; No. 2, 
8. No. mS $9.35; avy, Moe. 1, 
$13.20; No. 2, $14.40; ne 3. $15.60 doz. 
net. 


GLASS AND PUTTY. 

Single and double strength A grade 
glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
lb. steel drums, $5.35 cwt., net. 


GRASS SHEARS. 
“Doo-Klip’’ grass shears, $10.80 


doz.; ‘“‘Doo-Klip” long handled grass 
shears, $18.00 doz. net. 


pails, 10-qt., 





LAWN GOODS. 


Nelson’s Perfect 
couplings, 2. per 
Clinching hose menders, 


LAWN HOSE. 

Competition, %-in., 3-ply, 5%c.; 
Good Luck, %-in., 6-ply, 9c.; Bull 
Dog, %-in., 7-ply, Manhat- 
tan Whipcord Molded, %-in., in 500- 
ft. bales, black, 7c.; red, T%c. 
ft.; coupled in 50-ft. lengths, black, 
5g-in., $7.30; red, $7.80 per 100-ft., 
net. 


LAWN MOWERS. 


Philadelphia, Style A, 
17-in., $20.25; 19-in., 
$25.00 each, net. 


MILK CANS. 


Railroad, wide neck, 8-gal., 
10-gal., $2.85 each, net. ‘ 


NAILS. 
Standard 
coated wire 
keg base. 


POULTRY NETTING. 


Hexagon, 63% per cent from lists. 


PRUNERS. 
““Doo-Klip”’ 
net. 


REGISTERS. 
Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


ROPE. 
Best grade manila rope, 23c. Ib.; 
second grade, 19c. lb.; best grade 
sisal rope, 1744c. lb.; second grade, 
16%4c. Ib. 


ROLLER SKATES. 
Union line, extension, 
toe straps, plain steel rolls, 
pair. 
Same for boys, 


Clinching hose 
doz.; Perfect 
90c.; per doz. 


, $18.00; 


15- s 
; 21-in., 


$22.50 


$2: 75; 


and 


per 


cement 
100-lb. 


nails 


$2.90 


wire 
nails, 


pruners, $10.80 doz., 


web heel and 
75c. per 


with self-contained 


ball bearing wheels, $1.45 pr. Same 
for girls, with self-contained ball 
bearing wheels, $1.45 per. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.35; No. 103 and 105, $1.40. 

SANDPAPER. 
Best grade sandpaper, No. 1, 98c. 


box of 75 sheets; second grade, 


per 
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Indications Point to Very Good Year 
Collections Are Holding Up Well 


No. 1, 78c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 


Sash cord, best grade, 58c. Ib. base; 
second grade, 3lc. lb.; third grade, 
25c. lb. base, net and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS. 


Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 37% per cent; round 
head brass, 32% per cent from lists. 


SCREEN DOORS AND WINDOWS. 


Doors, common, 2-8 x 6-8, $1.05 
each; fancy, $2.60 each; screens, Con- 
tinental, extension, 24-in., $9.75 doz.; 
Wabash, extension, 24-in., $5.35 doz., 
net. 


SOLDER. 
Warranted half and half solder, 
28 Ib., and strictly half and half 
solder, 29 lb., in 100-lb. boxes, net. 


STEEL SHEETS. 


Galvanized steel sheets, 24-ga. 
(base), $4.65; black steel sheets, 24- 
ga. (base), $3.90. Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 


net. 

TIN. 
Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing, 20 x 28, 


8 lb., coating, 1C, $14.75 box. net. 


TIRES AND TUBES. 


Mansfield tires, 30 x 3%, Liberty 
cord, $4.17. Mansfield heavy duty 
oversize, Liberty, 32 x 4, $7.95. 

Mansfield heavy duty, 32 x 4, 
$10.59. Mansfield double service, 29 
x 4.50, $16.68. Mansfield double ser- 
vice, 32 x 6.50, $21.74. 

Tubes, 30 x 3%, Mansfield, $1.13. 
Tubes, 29 x 4.40, Mansfield, $1.24. 
Tubes, 30 x 34%, Liberty, 90c. Tubes, 
29 x 4.40, Liberty, $1.13. Tubes, 32 x 
6.00, Liberty, $1.99. 


WHEELBARROWS. 


Hardened stave tray, $34.20 doz.; 
selected hardwood stave tray, $40.80 
doz.; tubular steel tray, 4% ft. ca- 
pacity, $7.20 each; Gopher garden, 
$3.75 each; American garden, $6.25 
each, net. 


WINDOW VENTILATORS. 


ventilators, Continental, 
No. 1137, $3.45, No. 


Window 
No. 837, $2.80; 


1145, $4. 40; No. 1437, $5. 00; DeFilekt- 
Air, No. 63, $2.50; No. 87, $3.00; No. 
88, $4.70; No. 117, $4.35; Diamond E 
No. 01B, $3.60; No. 01, $4.40; No. 2 
$4.80; No. 03, $5.60; No. 1B, $4.40; 
No. 1, $5.20; No. 2, $5.60; No. 3, $6.40; 
No.: 3L, $7.20; No. 4, $7.60; No. 5, 
$8.40 doz., net. Wurldbest, No. 2, 
$1.75; No. 3, $2.00; No. 4, $2. ad No 

5A, $3.00; No. 6A, $4.00; No 6B, 
$5.50; No. 6C, $5. 00 each list, “with 
dealers’ discount of 3314 per cent. 

WIRE. 


Galvanized barbed cattle wire, $2.89 
per 80-rod spool; galvanized barbed 
hog wire, $3.09 per 80-rod spool; No. 
9 (base), smooth, galvanized wire, 
$3.50 ewt., and No. 9, smooth, black 
wire, $3.05. 


WIRE CLOTH. 


Black, painted, 12 x 12 mesh, $1.65; 
aluminum finish, 12 x 12 mesh, $1.85 
per 100 sq. ft., net. 
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COMPLETE AUTOMATIC CONTROL 


Dont Overlook This New 


MYERS FEATURE 


Myers’ refinements in water system construction her- 
ald a new era in water system service for the home or 
farm. Self-oiling, self-starting, self-stopping, automatic 
air and water control, usher in new standards of per- 
formance remarkable for simplicity, uniformity and 
economy. 
















Having those qualities which are essential to cus- 
tomer satisfaction, possessing those features which 
reduce sales resistance, Myers Water Systems, 

with style range for volume up to ten thousand 
gallons of water per hour, occupy a position 
of leadership that is profitably desirable 

to those who are reaching out for more 
water system business. 
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It will pay you to 
become familiar with 
the scope of Myers 
Water Systems. Un- 
restricted sales possi- 
bilities — the founda- 
tion for increased wa- 
ter system business 
and profits—are easily 
within your’ reach 
when you have the 
Myers Line of Water 
Systems to support 
your efforts. 











] No two water sys- 
{ tem installations are 
identical. Invariably, 
depth, source, power 
and volume differ. A 
sure and satisfactory 
solution to all such 
problems is found in 
Myers Water Systems 
—the line with de- 
pendable_ styles for 
any service up to ten 
oot thousand gallons of 
$e water per hour. 























































THE FLE.MYERS & BRO.¢9. 
ASHLAND, OHIO. 
PUMPS FOR EVERY PURPOSE -WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 
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CHICAGO: 


CHICAGO, March 4.—Now that most of the retail conventions have 
been held, it is possible to assess the state of mercantile morale for 
Judging by retail expressions heard at these 
gatherings, the outlook for spring is good, although current busi- 


what it is—excellent! 


(Chicago office of HARDWARE AGE) 


ness is still under the influence of the annual late-winter lull. 


The markets for the most part are steady. Collections in the 
country districts continue good; in the cities they are only somewhat 
The low price of wheat, which has reached its lowest in 
sixteen years, is the principal handicap in the agricultural field. 
Spring hardware items show accelerating movement, although some 


less so. 


of them have not yet registered much activity. 


Current electric appliance business is seasonally slow, although it 
is expected to improve within a few weeks; no radical reductions on 
Except for steel goods, lawn and garden 
supplies have not yet shown unusual activity. Paints and oils re- 


appliances are forecast. 


veal some early movement; turpentine is up 1 cent a gallon. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. CHICAGO. 


AUTOMOBILE ACCESSORIES. 

Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue- 
Box line, 58c. each; A. C., 53c. each; 
lots of 100, 50c. A. C. Special Ford, 
36c. each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Nonskid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps.—Rose, 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3%, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50. Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double 
service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes, 30 x 3%, Mansfield, 
$1.30 each; 29 x 4.40, Mansfield, $1.50 
each; 30 x 3%, Liberty, $1.05 each; 
20 x 4.40, Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 

Less 10 per cent on casings and 
12% per cent on tubes. 

Anti-Freeze Solutions. — Prestone, 
$3.80 per gal., in less than full case 
lots; in full case lots, $3.60 per gal. 


BOLTS AND NUTS. 

Large carriage bolts, cut thread, 
60 per cent discount; small carriage 
bolts, cut thread, 60 per cent dis- 
count: small carriage bolts, rolled 
thread, 60-10 per cent discount; 
large machine bolts, to thread, 60 
per cent discount; small machine 
bolts, cut thread, 60 per cent dis- 
count; small machine bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. All 
discounts are from “full case’ lists. 


BUILDERS’ HARDWARE. 

Steel butts, 3% x 3%, old copper 
or dull brass finish, $1.84 per doz. 
pair in case lots; less than case lots, 
$1.95 per doz. pair; steel butts, 4 x 4, 
old copper or dull brass finish, $2.44 
per doz. pair in case lots; less than 
ease lots, $2.68 per doz. pair. Heavy 
steel, bevel, inside sets, $5.00 per doz. 
sets in case lots. Steel, bit-keyed 
front door sets, $1.25 per set; wrought 
brass, bit-keyed front door sets, $2.35 


14% in. = cylinder, 


per set. Cylinder front door sets, 
$5.00 per set. 
CHAIN. 


%-in. proof coil chain, $11.00 cwt., 
base; trade-marked coil ‘chains, 40- 16 
per cent off list. 


COPPER RIVETS AND BURRS. 


Copper rivets and burrs, 30-10 per 
cent off list. 





ELECTRICAL GOODS AND RADIO 


EQUIPMENT. 

Electrical Merchandise. — No. 14 
rubber covered wire, $6.50 per 1000 
ft.; in less than 1000 ft. lots, $6.75; 
No. 18 lamp cords, $11.25 per 1000 ft.; 
in 1000 ft. lots, $10.50; %-in. brush 
brass key sockets, 13c. each; lots of 
95, 12%c. each; two-way (Hemco) 
plugs, 30c. presen ad in lots of 10, 20c. 
each; two-piece attachment plugs, 
5c. each; dry cells, boxes of 55, 32%c. 
each; less than case lots, 36c. each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75; 
Percolator, Universal 9169, $15.20. 

Radio Supplies.—Radio B batteries, 
D779 E, $1.40 each; in case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes.—UX-201A, 75¢.; UX- 
199, _ $1.20; WX-227, $1.50; UG-171A, 
$1.35; UX-250, $6.60 each; UX-245, 

,» $2.10 each; UX-224, $2.40 each. 


FLINT PAPER. 

Nine x 11 sheets, in bundles, No. 0, 
$4.30 per ream; same, No. 1, $5.15 per 
ream; 8% x 10% sheets, in bundles, 
No. 0, $3.40 per ream; No. 1, $4.05 


per ream; 9 x 11 sheets, in boxes, 
No. 0, 100 sheets per box, 89c.; No. 
1, 75 sheets per box, 80c.; 8% x 10% 


sheets, No. 0, 100 sheets per box, 70c.; 
No. 1, 75 sheets per box, 63c. 


GARDEN HOSE. 

Molded garden hose, single braid, 
5g-in., Tc. per ft.; %-in., 84%4c. per 
ft.; double braid, %-in., 8c. per ft.; 
%-in., 9c. per ft.; red hose, %-in., 
9e. per ft.; %-in., 10c. per ft. 


GLASS AND PUTTY. 

Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount. 
Putty, pure grade, $3.90 per cwt.; 
commercial, $3.15 per cwt. 


GRASS SHEARS. 

‘“‘Doo-Klip” grass shears, $10.80 per 
doz.; regular D shovel and _ scoop 
handled, $18 per doz. Goodwin grass 
shears, Senior pattern, $13.80 per 
doz.; Junior pattern, $10 per doz. 


HANDLES, AGRICULTURAL. 
Hay and manure fork handles, 
strapped and capped, X grade, 4-ft., 
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$5 per doz.; 41%4-ft., $5.50 per doz.; 
XX grade, 4-ft., $6.50 per doz.; 4%- 
ft., $7 per doz.; garden hoe handles, 
41%4-ft., X grade, $2.75 per doz.; gar- 
den rake handles, 5%4-ft., X grade, 
$3.60 per doz.; regular pattern shovel 
handles, 41, -ft., X grade, $4.25 per 
doz.; regular D shovel and scoop han- 
dles, X grade, $4.90 per doz., with 
IDL top, $4.50 per doz. 


LAWN GOODS. 

Nelson line: Whirling Fairy sprink- 
lers, $13.20 per doz.; Crown sprink- 
lers, $6.80 per doz.; Crescent sprink- 
lers, $6.25 per doz.; clinching hose 
couplings, $2 per doz.; ; hose menders, 
75c. per doz. Sherman line: Corru- 
gated couplings, $1.40 per doz.; Dia- 
mond nozzles, $4.35 per doz.; brass 
clamps, 36c. per gross. 


NAILS AND WIRE. 

L.c.l. quantities, common wire and 
cement coated nails, $2.85 base, car- 
loads on application; steel cut nails, 
$4 base. No. 9 black annealed wire, 
$3.45 per cwt.; No. 9 galvanized, plain 
wire, $3.90 per cwt.; catchweight 
spools, galvanized cattle or hog wire, 
$3.75 per ewt.; polished fence staples, 
$3.55 per cwt. 


PAINTS AND OILS. 

Linseed Oil, Raw.— Barrel lots, 
$1.15 per gal.; 5 barrel lots, $1.12 
per gal. 

Linseed Oil; Boiled.—Barrel lots, 
$1.18 per gal.; 5 barrel lots, $1.15 
per gal. 

Denatured Alcohol. — Barrel lots, 
68c. per gal.; steel drums, extra, 
$10, returnable. 

Turpentine.—Drum lots, 66c. per 
gal., net. 

White Lead.—100 Ib. kegs, $14.25 
per _ewt.; 50 lb. kegs, $14.50 per 
ewt.; 25 Ib. kegs, oa =. ‘ay ewt.; 
12% Ib. kegs, $14.75 pe 

Shellac (4 Ib. ents) r White, $2.48 
per gal. in barrel lots; orange, $2.08 
per gal. in barrel lots; second grade 
—_ $2.17; second grade orange, 


English Venetian Red.—In barrels, 
54c. per lb.; in 100-lb. lots, 6%c. 
per lb. 

Dry Paste.—Barrel lots, 7%4c. per 


POULTRY NETTING. 
Poultry netting, galvanized before. 
631%, per cent off list; galvanized 

after, 60 per cent off. 


ROPE. 

Orders show a fair degree of ac- 
tivity. Prices firm. 

Best pure manila rope, 21c. per 
lb., base; No. 2 manila, 19c. per Ib., 
base; best pure sisal rope, 15c. per 
lb., base. 


SAWS. 
circular cord wood, 20-in., $1.90 to 
50; 22-in., $2.25 to $3.00; 24-in., 
32:60 to $3.50; 26-in., $3.00 to $4.00: 
28-in., $3.50 to $4.50; 30-in., $4.00 to 
$5.00. 

Crosscut, 5 ft., narrow, champion 
tooth, $1.55 each; 5% ft., wide, cham- 
pion tooth, $2.10 each; 5% ft. wide, 
lance tooth, $4.35 each; 4 ft., one- 
man, champion tooth, $2.45 each. 


TOYS. 

Electric trains, from $4.15 to $30 
per set; Structo trucks, $8 per doz.; 
Erector sets, No. 1, 67c. each; No. 2, 
$3.33 each; Spirit of Saint Louis con- 
struction sets, $8 per doz.; Lincoln 
Logs, 65c. per set; double sets, $1.35 
each, 

WIRE CLOTH. 

Black, 12-mesh, $1.60; galvanized, 
14-mesh, $2.00; galvanized, 16-mesh, 
$2.30. 

WRENCHES. 

Agricultural wrenches, 60-10-5 per 
cent off list; engineers’ wrenches, 
50-10-5 per cent off; knife-handled 
wrenches, 40-10-5 per cent off; genu- 
ine Stillson wrenches 70-10 per cent 
off; genuine Trimo wrenches, 70-5 
per cent off; Stillson pattern 


wrenches, 75-5 per cent off. 
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FREE 


for your store —this 


$76.00. 14’ in. 
NEW HAVEN ELEC- 
TRIC CLOCK... with 


this small order of 


fast -selling 
ARTLARMS. 

















“That’s absolutely correct 
time, madam; it’s'a 


Haven Electric Clock.” 


This is FREE! 
Modernize your store the way the 
chain stores do by hanging up 
this modern electric clock. People 
will come in to get the time from 
this ‘‘always correct, never-needs- 
winding”’ electric clock. 


Now — you won’t ever have to 
climb over showcases or packages 
to wind. It’s a New Haven Electric 
Clock that you hang up, start, 
and that’s all. It is 14% inches 
wide, and all you do to get it is 
to order a small, low-priced group 
of New Haven Artlarms, the 
most beautiful, most dependable 
line of alarm clocks made. 


Even though you get the Electric Store 
Clock, you make your full profit on 
these nationally advertised Artlarms. 
Only 24 clocks, costing you only$50.55. 
You sell them at $74.50. You make a 
clean-cut profit of $23.95. Add to this 
the value of the electric store clock— 
$16.50—and that adds up $40.45 on 
your side of the fence. But this offer is 
good for a limited time only. Your 
order must be sent no later than April 
30, 1930. 


This electric store clock FREE .. . and 
a specially selected group of fast selling 
alarm clocks .. . that’s a combination 
that is a sure winner, and the way to win 
is to tear out the Blank at the bottom 
of this page, mail it to your wholesaler, 
and you’re set. A few of the reasons 
why Artlarms are such fast sellers are 
these: Beautiful cases, Krackproof 
Krystals, fine timekeeping qualities, 
nation-wide demand. 


THE NEW HAVEN 
CLOCK CO. 













ALSO FREE—with this group 
of Artlarms, five handsome 
Sunburst display cards, for 
counter or window. Your full 
profit on these Artlarms, yet 
the Electric Store Clock is 
yours absolutely FREE! 


Every model in this Artlarm 
group has been selected for 
you because it is a proven 
seller. Popular numbers, at 
popular prices. 








Artlarm Selection F1—24 clocks—$91.00 retail value, 











| including Electric Clock—to you for only $50.55 | 
THIS OFFER EXPIRES APRIL 30, 1930 I 
Number Retail Price Retail Total Cost to Retatler | 
4 Square Tell Tale, pl. $2.00 $8.00 $1.40 $5.60 
2 Square Tell Tale, rad. 3.00 6.00 2.05 4.10 | 
4 Tick Tock, pl. 2.50 10 00 1.70 6.80 
2 Tick Tock, rad. 3.50 7.00 2.35 4.70 ' 
4 Octagon Tattoo Jr., pl. 3.00 12.00 2.05 8.20 
2 Octagon Tattoo Jr., rad. 4.00 8.00 2.70 5.40 | 
2 Abbey Artlarm, pl. 3.50 7.00 2.35 4.70 
I Abbey Artlarm, rad. 5.00 5.00 3-35 3.35 | 
2 Abbey Artlarm Jr., pl. 3.50 7.00 2.35 4.70 
I Abbey Artlarm Jr., rad. 4.50 4.50 3.00 3.00 | 
74.50 
ELECTRIC WALL CLOCK, FREE 16.50 a 
TOTAL VALUE YOUGET . . . . . .. . $91.00 only . $50.55 | 
Please ship us the Fr Artlarm Selection, 24 clocks for $50.55, and send us the FREE | 
$16.50 Electric Store Clock. 
Jobber’s Name | 
Your Name ee | 
Address______ hee | 


- MAIL THIS TO YOUR JOBBER NOW! — 


I iain ce crate ee ee eee ene een ocean ee 
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NEW YORK: 


NEw YorK, March 4.—Metropolitan wholesalers say that the few 
days of fair and warm weather which prevailed recently, had an 
immediate stimulating effect on the demand. Increased activity was 
readily noted in the calls for spring merchandise. 
is said, to the fact that favorable weather made many dealers 
realize the nearness of the active selling season. 
ment in sales activity is anticipated until the demand reaches its 


peak in March, as is customary. 


Business with some jobbers during January and February ran a 
trifle behind the corresponding period of a year ago, while other 
wholesalers reported sales as holding their own with last year’s 


levels. 


Prices, in the main, are fairly firm and little changed. Prices on 
wire cloth have been lowered. A reduction of about five per cent is 
All recent revisions were of a minor 


effective on Yale night latches. 


character, and no major changes appear imminent or likely. 


Collections have a somewhat “spotty” status, but as a whole, the 


credit situation is satisfactory. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.0.B. NEW YORK. 


BOLTS AND NUTS. 

Carriage bolts and lag screws, all 
sizes, 60 per cent off list. 

Stove bolts, 75 and 10 per cent off 
list. 

Machine bolts, all sizes, 60 per cent 
off list. 

Step bolts, 50 per cent off list. 


BUTTS. 

Loose Pin, Plated Steel Butts, 3 
x 3, 19% c. per pair in less than case 
lots. 3% x 3%, 17%c. per pair in 
less than case lots. Full case lots, 
l6c. per pair. 4 x 4, 25c. per pair in 
less than case lots. Full case lots, 
23%c. per pair. 41% x 4%, 55c. per 
pair. 5 x 5, 99c. per pair. 


CEL-O-GLAS OR VIMLITE. 


36 in. wide, 100-ft. rolls, $30.28 
each; 36 in. wide, 50-ft. rolls, $15.19 
each; 36 in. wide, 25-ft. rolls, $7.60 
each. 

CLOCKS AND WATCHES. 

Pocket Ben Watches, plain, $1.05 
each, luminous, $1.58; Baby Ben 
Clocks, plain, $2.29; luminous, $2.98; 
Big Ben Clocks, plain, $2.29, lumi- 


nous, $2.98; Auto Clock, plain, $1.50, 
luminous, $2.10; Baby Ben De Luxe 
Clocks, plain, $2.46, luminous, $3.16; 
Big Ben De Luxe Clocks, plain, $2.46, 


luminous, $3.16; Sleep-Meter, plain, 
$1.40, luminous, $2.10; Tiny Tim 
Clocks, $1.50 each; Monitor Clocks, 
75c. each; Ben Hur Clocks, plain, 
1.76, luminous, $2.46; America 
Clocks, plain, $1.05. 
COAL HODS. 

Galvanized plain body, onen type, 
16-in., 39c. each; 17-in., 42c. each; 


18-in., 46c. each. 


EMERY CLOTH. 
Per quire—24 sheets. Sizes 00, $1.19 
per quire; size 0, $1.19 per quire; size 
1%, $1.23 per quire: size 1, $1.30 per 
quire; size 11%, $1.36 per quire; size 
2, $1.45 per quire; size 2%, $1.56 per 
quire; size 3, $1.68 per quire; Crocus 
cloth, $1.19. 


FILES. 
_ First quality files, 50 per cent from 
list. Competitive quality files, 60 and 
10 per cent from list. 


GRASS AND PRUNING SHEARS. 
“Doo-Klin’ grass shears, $10.80 


per doz.; ‘‘Doo-Klip’’ Long Handled 
grass shears, $18.00 per doz.; ‘‘Doo- 


Klip’’ Pruners, $10.80 per doz. Com- 
petitive grass shears, 5% in. blades, 
25c. each. Good quality, 5% _ in. 
blades, grass shears, 75c. each. High 
grade grass shears, 7 in. blades, $1.00 


each. Competitive Pruning Shears, 
25¢e. each. Other Pruning Shears, 
-64c., 67c., $1.05, $1.15, $1.20, $1.66, 


$1.83 and $2.50. 


JUVENILE VEHICLES. 
Velocipedes, No. 840, $5.95; No. 841, 
$6.55; No. 842, $6.90, and No. 843, 
$8.15 each; No. 850, $7.50; No. 851, 
$7.80; No. 852, $8.15; No. 8538, $9.70. 
Sidewalk cycles, No. 900, $9.40; No. 
910, $10.65 each; No. 922, $17.50, and 
No. 932, $17.50 each. 
| Coaster wagons, No. 750, $1.80 each; 
No. 751, $2.25, and No. 761, $3.25 
each. Doll carriages, No. 200, $1.60; 
No. 216, $3.35; No. 222, $3.90; and No. 
232, $6.50. Prices are each and net. 
Doll coaches, No. 262, $3.65: No. 
266, $6.25, and No. 270, $10.95. Prices 
are each and net. 


LAWN MOWERS. 
8-inch wheel, 3 blade, 
ing, 12-inch reel, $4.50; 14-inch reel, 
$5.00; 16-inch reel, $5.25;  S-inch 
wheel, 4 blade, ball bearing, 12-inch 
reel, $5.50; 14-inch reel, $5.85; 16-inch 
reel, $6.20; 9-inch wheel, 4 blade, ball 


plain bear- 


bearing, open wheel, 12-inch reel, 
$5.85; 14-inch reel, $6.20; 16-inch reel, 
$6.50; 18-inch reel, $7.25; 10-inch 





wheel, 4 blade, ball bearing, 12-inch 
reel, $6.15; 14-inch reel, $6.50; 16-inch 
reel, $6.85; 18-inch reel, $7.75; 10-inch 
| wheel, 5 blade, ball bearing, 15-inch 
reel, $12.00; 17-inch reel, $12.75; 19- 

inch reel, $13.25; 21-inch reel, $14.00; 
| 11-inch wheel, 5 blade, roller bearing, 
15-inch reel, $19.00; 17-inch reel, 
$20.00; 19-inch reel, $21.00; 21-inch 
reel, $22.00. March 1 dating is allowed. 


LINSEED OIL. 


Linseed oil, raw, per pound: Single 


barrels, 14.8¢c.; 5 barrels or more, 
14.4c.; carload lots. 14¢.; tank cars, 
13.2c. Prices anply to the Metro- 


include truck de- 
livery of small lots to store door 
within prescribed limits. Tank car 
prices include delivery within a stip- 


politan area and 


ulated zone. Boiled linseed oil is 

quoted at 4c. per pound additional. 
NAILS. 

Wire nails, Standard New York 


Stock extras apply to the following 
base prices in the localities indicated. 
Base price for New York City, 
Westchester, and 





Brooklyn, Queens, 
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This was due, it 


Steady improve- 





Mild Weather Stimulates Demand 
Wire Cloth Prices Are Lower 


New Jersey is $3.35 per keg; in Nas- 
sau and Suffolk counties, $3.50 per 
keg. Cut nails, less than 10 kegs, 
$3.90; over 10 kegs, $3.65 per keg. 


ROLLER SKATES. 

Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.52 per pair. | 

Roller skates accessories: Keys, 
2%yc, each; skate wheels, with self- 
contained ball bearings, 19c. each; 
ball bearings, 15c. per 400; axles, 3c. 
each; cotter pins, lic. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding 
bolts, 65c. per 100, and toe clamps, 
12c. per pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair; Redskin line, 
for boys or girls, 84c. per pair. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.33; and Nos. 103 and 105, $1.38 per 
pair. 


SASH CORD. 
Sash cord, Samson Spot, No. 7, 
« 6lce.; No. 8, 60c.; Aetna, No. 7, 30c. 
per lb.; No. 8, 29c. per lb.; Phoenix, 
No 7, 43c. per lb.; No. 8, 42c. per Ib. 
Sachem, No.8, 33c. per Ib.; No. 9, 

33c. per Ib. 


TIRES AND TUBES. 
Mansfield tires, 4 ply, balloon type, 
x 


29 x 4.40, $7.40; tubes, $1.50; 
4.50, $8.25; tubes, $1.60; 29 x 4.75, 
$9.55; tubes, $1.70; 29 x 5.00, $9.90; 


tubes, $1.75; 30 x 5.00, $10.20; tubes, 
$1.80; 31 x 5.00, $10.65; tubes,; $1.85; 
32 x 5.00, $11.75; tubes, $1.90! 28 x 
25, $11.10; tubes, $1.85; 30 x 5.25, 
$11.90; tubes, 

tuk 


$2.05; 31 x 5.25, $12.25; 
nes, $2.05; 29 x 5.50, $12.65; tubes, 


same, 6 ply, 31 x 5.25, $14.70; tubes, 
05; 30 x 5.50, $16.05; tubes, $2.35; 
. $16.15; tubes, $2.25; 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 
$16.96; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 

Tire display racks, $10.00 each. 
Prices in all instances are each. 


WINDOW SCREENS. 

Diamond E, galvanized, 14 mesh 
wire, No. 01, $3.20; No. 1, $6.40; No. 
3, $8.40; No. 4, $9.60; No. 6, $10.40; 
No. 7, $12.40; No. 8, $12.40. All prices 
are net per doz. 

Diamond E, bronze, 16 mesh wire, 
No. 11, $10.40: No. 18, $12.40; No. 14, 
$13.60; No. 16, $14.40; No. 17, $16.40; 
No. 18, $16.40. 

Wood Frame Extension Screens 

Galvanized Wire 
Per Dozen 


Size 12 Mesh 14 Mesh 

9x 33 $2.80 $2.95 
12 x 33 3.15 3.30 
15 x 33 3.75 3.85 
18 x 24 3.80 3.90 
18 x 33 4.15 4.30 
18 x 37 4.55 4.70 
18x 45 5.10 5.30 
24x 33 4.85 5.05 
24 x 37 5.10 5.40 
24x 41 5.75 6.05 
28 x 33 5.70 6.00 
28 x 37 6.05 6.30 
28 x 41 6.50 6.85 
30 x 33 6.05 6.30 
30 x 37 6.65 6.95 
30 x 45 7.50 7.80 
30 x 60 9.05 9.60 


WIRE CLOTH. 


First quality, black, 12 mesh, $1.65; 
first quality, galvanized, 14 mesh, 
$2.10; competitive quality, galvan- 
ized, 14 mesh, $2.05; first quality, 
bronze, 14 mesh, $5.60; competitive 
quality, bronze, 14 mesh, $5:50; first 
quality, copper, $14 mesh, $5.15. 

Prices are quoted for 100 sq. ft., 
f.o.b. dealers store. 
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Accurately cut to The leaves slide to- 
© standard sizes. Blanked © gether easily and fit 
closely to make a smooth 
barrel. This is accom- 


The small wing keeps 3 
® the pin from turning 
when the door is swung, from cold rolled steel of 


and consequently prevents uniform thickness. Edges 









Rolled Pins and Nibs 














Square Broaching 


ae 
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*Reamed Barrels 








it from rising. 


Screw holes are located 

© to assure maximum se- 

curity. They are smoothly 

countersunk to fit properly 
the screws furnished. 


are cut clean and true. 


Pins and _ nibs are 

e rolled from the finest 

of cold drawn wire to as- 

sure long wear. Both are 
smoothly rounded. 


plished by square broaching. 


6 Inside of the barrel of 
e every loose pin Butt is 
reamed to assure easy re- 
moval and _ replacement of 
the pin 


FrantZ Butts are made to a standard of perfection that assures only the 
highest quality finished product. Yet they cost no more than ordinary 
types. When you stock and sell FrantZ Butts you give extra value— 
no service to your trade more surely encourages re- 





peat sales. No Hardware 
is Genuine 

Write for a sample FrantZ Butt—look it over—take F RAN TZ 

it apart—examine it thoroughly and convince your- -..., 

self that it has outstanding value. Use the coupon. QUALITY 

Frantz Mfg. Co., Sterling, IIl. without the 


Red Label 






TRADE MARK 


 Guaunked Builders Hardware / 


FRANTZ MFG. CO., Dept. H-3, 
Sterling, Ill. 

Kindly send me a sample Frantz Butt picked at random from stock for my examination. 
prices. (Write name and address plainly) 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 

PITTSBURGH, March 4.—The February business of local jobbers 
generally declined from the January level, and from the standpoint 
' of new orders was considerably behind February, 1929, in many 
cases. However, retailers seem more interested than usual in their 
shipments of spring goods, and warmer weather in the last two 
weeks has prompted many of them to ask for consignment now of 
goods which had not been specified until the middle of March. New 
orders, however, are disappointing and hardware manufacturers 
find jobbers just as reluctant to make future commitments as job- 
bers experience in their sales to retailers. All of which leads to the 
opinion that the consuming public is buying very cautiously. Another 
factor is the reluctance of consumers to take on the burdens of in- 
stallment buying at this time. 

Prices have not changed materially in the last week and weakness 
characterizes a number of lines. This year’s quotations on builders’ 
hardware are lower than they have been for some time, and many 
other lines are similiarly affected. However, low prices do not 
stimulate business and in some cases retailers are forced to accept 
a much lower profit margin on the goods which they have in stock. 
Employment in the greater Pittsburgh district is 75 to 80 per cent 
of normal, but in many cases interruptions have been brought about 
by the unsteady rate of steel mill operations. In the mining districts 
conditions showed little improvement during the cold weather, and 
sales of mine supplies continue to be generally disappointing. Col- 
lections are slow in nearly all localities. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. PITTSBURGH. 


AUTOMOBILE TIRES AND TUBES. 
Mansfield tires, 4-ply balloon type, 
29 x 4.40, $6.50; tubes, $1.31; 30 x Mg mt 
tubes, $1. 39; 29 x 4.75, 
, $1.46; 29 x 5.00, $8.66; 
30 x 6.00, $8.94: tubes, 
31 x 5.00, $9.33; tubes, $1.58; 32 


Nuts.—All styles, 50 per cent off 

list. 
Rivets.—Larger, $3.50 base per 100 

pieces; small wagon and tinners’ riv- 


ets, 60 per cent off list. 


FARM, GARDEN AND LAWN 


$10.32; tubes, $1.65; 28 x 5.25, $9.73 GOODS. 

tubes, $1.58; 30 x 5.25, $10.43; tubes r —s 
$1.73; 31 x 5.25, $10.75; tubes, $1.76 J “in, TY ge oc ge Re geo Maggs: 6 
29 x 5.50, $11.10; tubes, $1.95. te 10akc.: % in, 9c. to 12%e. 7 in 60 ft. - 
Same, 6-ply, 30 x 5.50, $14.06; tubes, ws 7 cag Awe Fg vai ah 5 wn Ei 
$2.03; 30 x 6.00, $14.14; tubes, $1.95; ee ee The cor auk. ele 
31 x 6.00, $14.57; tubes, $1. 99; 32 x 6.00, nozzles, co. m, 2.0 re a doz. ; , la- 
$14.84; tubes, $2.06; 33 6.00. $15.36: mond, $4.50 per doz. ; Le Velson Spray, $4 
beet $2.18. = § E = $ . per doz.; Giant, $3.25 per doz.; reels, 
3 $1 to $4 each; Perfec t hose couplings, 

r 1 7 2 P .; Sherm: se c ings, 
AWNING HARDWARE. ido per dou; Borfect hose menders: 
Eye Ends.—No. 3, $3.50 per 100; No. 80c. per doz.; hose nipples, $2.40 per 
1, $4.50 per 100. doz.; hose adapters, $2.25 per doz. 
Pipe Clamps.—No. 3, $6 per 100; No. Shears.— Doo-Klip grass _ shears, 


4, $7 per 100. $10.80 per doz.; Doo-Klip long handled 


Hinges.—No. 2, $3.25 per 100. grass shears, $18 per doz. 
: Pruners.—Doo-Klip pruners, $10.80 
BATTERIES. per doz. 


Broken Unit Sprinklers.—Crown lawn sprinklers, 


Packages Packages $7 per doz.; Crescent lawn sprinklers, 
2.06 $6.50 per doz. 
98 Sprinkling ger — alvanized 
192 sprinkling cans, 4- 75; 6-aqt. 
»' 80 $6.50; 8-qt., $7. 50; “tn "38.40. All 
1.14 prices per doz. 
‘39 | FERTILIZER. 
1.30 Old gardener, assortment No. 1, 
1.30 $98.16; assortment No. 2, $59.95; as- 
1.92 sortment, No. 3, $28.73. 
1.79 Koppers Velvet Lawn fertilizer, 





33% per cent off retailers’ selling fig- 


No. 6 dry cells, ignition type, unit 
packages, 36c. each. tures. ' 

Flashlight. — No. 935, 6%4c. each; Loma fertilizer, per case of 24 1-Ib. 
No. 950, 6%4c.; No. 790, 13¢c.; No. 705, cans, $3.60; per case of 12 5-lb. cans, 
19%ec. No. 750, 13%c. No. 791, 13c. $5.04; per case of 10 10-lb. bags, $7. 

No. 1661, 


Hot Shot.—N 1461, 1.67; 
es FLASHLIGHT CASES. 


Winchester easement Cases.—No. 





BOLTS, NUTS AND RIVETS. 
Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per cent 
= ned tire bolts, 60 and 10 per cent 
o 


6414, 62c.; No. 6514, 68c.; No. 6824, 


$1.43; No. 6921, $2. 40; No. 6924, $2.08; 
all each. 

Winchester Assortment.—No. 1614, 
$2.94 per assortment; No. 6214, $5.04 
per assortment. 


Reading matter continued on page 86 








February Business Is Disappointing 
¢ Some Price Weakness Is Apparent 


GAME TRAPS. 
Diamond No. 21, $1.35 per doz.; No. 
; 21%, $2.44 per doz.; ; No. 22, $3.36 per 


Victor No. 1, $1.38 per doz.; No. 1%, 
$2.44 per doz.; No. 2, $3.36 per doz. 

Triumph, No. 1, $1. 32 per doz.; No. 
1%, $2.20 per doz. 


HOUSE CLEANING SUPPLIES. 


Water Softeners.—Desolvo, 12 oz. 
pkg., $2 doz.; 1 lb. pkg., $3 per doz. 

Mops.—O’Cedar, 33% per cent off 
list; cotton, best grade, = - 
per doz.; No. 20, $6; No. 3 
36, $13.50. Second peg 12, 
$2.75; No. 20, $4.50; No. 30, "$6. 15; No. 
36, $8. 40; No. 10 Betty Bright self- 
wringing mop, $8 per doz.; No. 20 
Betty Bright mop cloth, $4 per doz. 

Chamois Skins.—12 x 14 in., $3.50 
per doz.; 13 x 17 in., r 14 x 18 in., 
$7.50; 15 x 20 in, $9.2 

Waxes.—Johnson <7 -wax, 1-Ib. 
cans, 85c.; 2-lb. cans, $1.70; 4 lb. cans, 
$3; 8-lb. cans, $6; Old English, 1-Ib. 
cans, 85c.; 2-lb. cans, $1.70; 4-Ib: 
cans, $3; liquid wax, Johnson pints, 
75c.; quarts, $1.40; Old English pints, 
75c.; quarts, $1.40. Dealers’ discount, 
33% per cent. 

Sponges. — According to size and 
quality, $2 to $9 per doz. Assortment 
of 22 sponges with wire rack, $6 per 
assortment. 

Wall Cleaners.—Smoky City and 
Cleveland, 85c. per doz. cans; Climax, 
$1 per doz. cans; Perfection paint 
cleaner, $3.25 per doz. 

Step Ladders.—Standard full rodded 
_ 28c. per ft.; extra, 40c. per 
t 


Floor Polishers.—Universal electric, 


$20.65 each net;. hand, $3.75 each: 
Old English, $2.60 each. 

Carpet Beaters. — Justrite, $1.10 
doz.; No. 4, $1.20 


MISCELLANEOUS TOOLS. 


Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., $4.00. 

Cross Cut Saws.—Simonds Crescent 
Ground, Nos. 13, 22, 113, 133, 324 and 
325, 5 ft., $5.40; 51% ft., $6; 6 ft., $7. 

Electric Drills.—No. 141, -$24 each; 
No. ; No. 122, $48; No. 562, 
vo. 382, $41.60. 

"Files. —Disston, 50 and 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. Simonds, 
50 per cent off*list. 

Garage Vises.—No. 43, $2 each; No. 
431%, $3; No. 14, $5. 


ORNAMENTAL FENCE. 
Ornamental Fence.—Style LX 36 in., 
40 per 100 ft.; 42 in., $7.20 per 100 


“style F, 36 in., $8.80 per 100 ft.; 42 
$9.60 per 100 ft. 
 agie Walk Gate.—36 in. x 3 ft. 
$2.50; 42 in. x 3 ft., $2.60; 48 in. x 3 
ft., $2.70; all prices each. 


PAINTING SUPPLIES. 


Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 14%c. per Ib. in 
100-lb. lots; 10 per cent less in lots of 
500 Ib. or more and extra 4 per cent 
less on lots of a ton or more; turpen- 


tine, 70c. per gal. in barrel lots, raw 
= oil, 15 3/5c. per Ib., in barre? 
ots. 


POULTRY SUPPLIES. 
Incubators.—No. 1, $21 each; No. 2 


$24.50; No. 3, $22.55; No. 4, $38.50; No. 
16E, $15.75;'No. 17E, $21; all prices 
net. 

Brooders.—No. 117, $10.33 each; No. 
118, $12.95; No 119, $15.75; No. 80 
$12.25; No. $12.95; No. 101, $18.55; 


No. 102, $22. 6: all prices net. 

Fountains, etc.—Fountains, 25c. to 
$1 each; feeding troughs, 20c. to 85c. 
—<—s mash hoppers, $1.30 to $2.10 
each. 

Cel-O-Glass and Lin-Lite.—In 100- 
ft. rolls, 10%4c. per sq. ft. to the 
trade. 

















HARDWARE AGE for MaRCH 6, 1930 


85 

















——— 





Buy Your 


As the marking “Sterling” on silver 
and ‘22 carat” on gold typify the 
best in those products, so does the 
TURNERDAY trade mark on hick- 
ory handles positively assure the 


—_. 
buyer that here is a handle made of “i Pv. 
quality materials that is rigidly in- 
spected—honestly graded. It is —aG 
positive assurance that the handles Rey 


are exactly as represented. 


Our Line Is Complete— 
Our Service Dependable 


Regardless of what type handle you 
may need, you will find in the 
TURNERDAY line handles that will 
exactly meet your requirements. Your 
nearby jobber will gladly give com- 
plete information on any or all of the 
following standard grades: 


White Hickory Handles 


Longer than 24” 


DANIEL BOONE GRADE: 
Superfine selection of all white, heavy weight, SECOND 


GROWTH Hickory, a perfect handle. 
PERFECTION GRADE: 

Extra selection all white, good weight hickory, a perfect 
handle. 
TRIUMPH GRADE: 

Selected white, good weight hickory, permitting occa- 
sional small streaks, slight blemishes. 


24” and Shorter 
DANIEL BOONE GRADE: 
Superfine selection all white, heavy weight, SECOND 
GROWTH hickory, a perfect handle. 


PEERLESS GRADE: 
Extra selection white, good weight hickory, permitting 


occasional slight streaks, free from defects. 





Handles 
By This Marking 
















Mixed Red and White Hickory Handles 


Longer than 24” 
HERCULES GRADE: 


Extra selection mixed red and white, heavy weight 
hickory, a perfect handle. 


SUCCESS GRADE: 
Selected mixed red and white, good weight hickory, per- 
mitting occasional slight blemishes. 


EAGLE GRADE: 
Mixed red and white hickory, with defects which do not 


injure utility. 
24” and Shorter 
DAISY GRADE: 
Selected hickory, principally white, good weight, per- 
mitting some red wood or light streaks. Free from defects. 


BEAUTY GRADE: t . 
Principally white hickory, permitting some red wood and 
slight defects in grasp or eye end. 


The most economical distribution of Hickory Handles is through 
the retailer supplied by the wholesaler as proven by our 


experience of fifty years. 





LouiSviLLe, 


ESTABLISHED 





‘ess 


KENTUCKY 
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ROLLER SKATES. 

Union Hardware ‘Co. line, No. 2, 
70c. per pr.; No. 3, 75c. per pr.; No. 
10, $1.05 per pr.; Nos. 4 and 5, $1.40 
per pr.; No. 6, $1.55 per pr. 

Winslow line, No. 38%, $1.40 per 
pr.; No. 38, $1.55 per pr.; No. 38, rub- 
ber tire, $2.50 per pr. 

Winchester line, No. 3831, $1.35 per 
pr.; No. 3832, $1.30 per pr. 

Chapin line, No. 103, child’s skate, 
75c. per pr. 


SASH WEIGHTS. 


$42 a ton. 


SCREEN WIRE CLOTH. 

Black wire cloth, No. 12 mesh, 
$1.55 per 100 sq. ft. Galvanized, 12 
mesh, $1.65. Bronze cloth, 14 mesh, 
$5.50 per 100 sq. ft. 





WIRE PRODUCTS. 
Fence Wire 
per 100 Ib. Annealed Galvanized 
No. ts to: 2 geges...52 $2.85 $3.30 
DIED: kisssacsevcaweea 2.90 3.35 
No. il ee ee eee ee 2.95 3.40 
UA ER. ase cuoesckonses BOO 3.50 
ae | ee ee 3.10 3.65 
Se arr rr errs 3.85 
PONE 3 5455 shane aes 3.40 4.15 
PG - OO. discusoucnsraes 3.60 4.35 
Barbed wire (per 80-rod spool): 
ees * SEA” oa v's 6 wip gte a ees o oe 2.70 
ey re ee 2.88 
Se, BE cc cih ewe hbpia¥ 4:06 see Meee 
6 | ore 
2-point cattle (special)......... 2.07 
Field Woven Wire Fence (per 100 
rods): 





1047- 9 





No. 14% gage: 
Poultry and rabbit small mesh: 
$ 


NU; BRED 35 55inds Barn eeidectveuae 5 
I, rere reer pee 

I ee eee ry 54.25 
ae ne Serr ere ees 63.00 


Steel Fence Posts: 
Galvanized Painted 
Tubular Angle Steel 


Rr ers i ee 
i Serra 55c.each 38c. each 
ere: 65c.each 40c. each 
DUR ER. suviees0b abeics banks 45c. each 


Bright nails, base, per keg, $2.55 
to $2.60. 





CLEVELAND: 


CLEVELAND, March 4.—While the hardware trade continues rather 
dull, February business showed a little gain over last month. How- 
ever, the February volume was slightly less than during the corre- 
sponding month last year. Increased activity is noticeable in some 
seasonable lines. Steel goods, shovels and some other spring lines 


are now moving fairly well. 


The recent warm weather stimulated sales of roller skates, which 
have been heavy. Poultry supplies continue to move well and there 
is a fair amount of activity in poultry netting. With the approach 
of spring a good demand has developed for both steel and prepared 
roofing. Staple merchandise is not very active. 

Retailers continue to buy from hand to mouth, their policy appar- 


Trade Shows Gain Over Last Month 
Very Few Price Changes Are Effective 


(Cleveland office of HARDWARE AGE) ELECTRIC FANS. 


Robbins & Myers 10-in. AC oscil- 
lating type, $17 each; 12-in., $27 
each; stationary 8-in., $5 each. 


FERTILIZER. 


Old Gardener 5 Ib., 32c.; 10 Ib., 
55c.; 25 lb., $1.12; 50 ib., $2: 100 Ib., 
$3.90. 


GRASS AND PRUNING SHEARS. 


Goodwin grass shears No. 10, $13.80 
per doz.; No. 20, $10 per doz.; Clear- 
cut No. 800, $6 per doz.; No. 1000, $10 
per doz.; Wiss, No. 600, $12 per doz.; 
Doo-Klip grass shears, $10.80 per 
doz.; Doo-Klip long handled grass 
shears, $18 per doz. 

Pruning Shears.—Clearcut No. 1104 
$11.50 per doz.; Pexto, No. 60, $8 per 
doz.; No. 5, $3.50 per doz.; No. 505, 
$7.25 per doz.; Doo-Klip pruners, 
$10.80 per doz. 


ently being to carry only moderate stocks. Very few price changes LAWN GOODS. 


are being made and few price irregularities are reported. Recent 
competitive conditions have resulted in rather sharp reductions on 


night latches. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CLEVELAND. 


AUTOMOBILE TIRES AND _ SUP- 


PLIES. 
Tires and Tubes.—Mansfield tires, 
4-ply balloon, 29 x 4.40, $7.40; tubes, 
$1.50; 30 x 4.50, $8.25; tubes, $1.60; 
29 x 5.00, $9.90; tubes, $1. 75; 30 x 5.00, 
$10.20; tubes, $1.80; 30 x 5.25, $11.90; 
tubes, $2.00; 31 x 5.25, $12.25; tubes, 
$2.05; heavy duty, 6-ply, 29 x 4.40, 
$9.50; 30 x 4.50, $11.05; 30 x 5.25, 
$14.30; 31 x 5.25, $14.70; 33 x 6.00, 
$17.55; double service, ag 29 x 
40, $12.90; 29 x 4.50, $13.2 30 x 
50, $13.95; 29 x 5.00, $16.85; 30 x 
-00, $17.30; 30 x 5.25, $19.70; 31 x 
25, $20.35; Liberty, 4- ply, 29 x 4. 40, 
5.65; 30 x 4.50, $6.30; 29 x 5.00, $7.95; 
30 x 5.00, $8.20; 31 x 5.25, $9.85; 32 x 
_ $11. 85; high pressure cords, 30 

3, 4.40; 30 x on $4.75; 31 x 4, 
$8.45 3 we xh; 


AXES. 

First grade, single bitted, rustless, 
black finished handled axes, $19.50, 
base, per doz.; unhandled, $15.50 per 
doz.; double bitted, handled, $24.50 
per doz.; double bitted, unhandled, 
$20 per doz.; 60c. increase for dozen 
lots weighing 42 to 48 lb. and smaller 
advance for each 6 Ib. additional 
weight increase. 


BATTERIES. 
B and C Radio Batteries: 


= 
Ne. Seer $1.14 $1.22 
eer rs 1.30 1.40 
ON See 1.92 2.06 
et. eS ere 2.53 
Sb BE eee 2.80 3.00 
OS RE eee ee 2.97 3.20 


Cell A_ batteries, No. 7111, 
3514c. in standard packages, 40c. in 
broken lots; Columbia igniter dry cell 





batteries, 3214c. in standard pack- 
ages, 36c. in broken lots. 


BOLTS AND NUTS. 


Machine and carriage bolts, cut 
thread, hot pressed and Sold punched 
nuts and lag screws, less than case 
lots, 60 per cent off list; bolts with 
rolled thread, % in. x 6 in., and 
smaller, 60 and 10 per cent off list; 
additional discount of 10 per cent is 
allowed for full case lots of one size; 
stove bolts, 75 and 10 per cent off 
list; semi-finished nuts in bulk, 60 


L. R. Nelson Mfg. Co., Perfect 
Clinching hose couplings, $1.90 per 
doz.; female ends, $1.30 per doz.; Per- 
fect Clinching hose menders, 80c. per 
doz.; Rainbow nozzles, $3.80 per doz.; 
Sprinklers, Rotary, $11.60 per doz.; 
Crown, $5.75 per doz.; Crest, $5.65 per 
doz. 


NAILS AND WIRE. 


Nails.—Factory shipment, car lots, 
$2.35 per keg; less than car lots, $2.45 
per keg for factory shipment and 
$2.65 per keg for stock shipment; 
other products.for stock shipment; 
No. 9 galvanized wire, $3.20 per 100 
lb.; No. 9 annealed wire, $2.75 per 
100 lb.; polished fence staples, $3.05 
per 100 lb.; galvanized fence staples, 
$3.30 per 100 Ib.; coated nails, $2.65 
per keg. 

Barbed Wire. — Lyman, 4 - point 
cattle wire, $2.88 per 80-rod spool; 
hog wire, $3.12 per 80-rod spool. 


per cent off list; 54 per cent for NIGHT LATCHES. 


packages. 


BUILDERS’ HARDWARE. 


Yale No. 36, $8 per doz.; No. 40, $12 
per doz.; No. 42, $13.33 per doz.; No. 
042, $12 per doz. 


In case lots, Jock sets, $5 per doz. ; PAINTS AND VARNISHES. 


heavy strap hinges, 6 in., $1.55 per 
doz.; 8 in., $2.40 per doz.; extra heavy 
T hinges, 6 in., $1.80 per doz.; 8 in., 
$2.70 per doz.; 10 in., $4.25 per doz. 
Butts, case lots, 3 in. and 3% in., 
l6éc. per pair; 4 in., 2le. per pair; 
for less than case lots, all sizes are 
2c. per pair higher. Butts with sand 
blasted finish are 4c. per pair higher. 
Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.20 per 
doz.; sand blast finish, $1.15 per doz. 


CELL-O-GLASS. 
Cell-O-Glass in 100 ft. rolls, 10%c. 


Mixed paints, first quality, $2.90 to 
$3 per gal. for colors and $3.05 to 
$3.10 for white. 

Turpentine in — 68c. per gal.; 
in 5-gal. lots, 86c. ga 

Linseed oil in P ody $1. 14% per 
gal.; in 5-gal. lots, $1. 32% % per gal. 

White lead in 100 Ib. kegs, 14%c. 
per lb.; in 50 and 25 Ib. kegs, 14K. 
per lb.; in 12% lb. kegs, 14%c. per Ib. 

Quantity discount, 500 Ib. to 1 ton 
10 per cent. One ton or more, 10 per 
cent and 4 per cent. 

Enameling lacquers, $1.20 to $1.65 
per qt. 


PY og. .; glass c i 00 yd. 
Polis, Sic. per'sa ya «| POULTRY NETTING AND WIRE 
CLOTH. 
CHAINS. Poultry netting after weaving, 60 


Are chain, 3/16 in., $11.85 per 100 
¥, in., $i0. 75 per tes Ib.; 5/16 in., 
39.55 per 100 lb.; % i $7.85 per 100 
lb. Cow ties, No. 4, mg. 75 per doz.; 
No. 15, $2.50 per doz. Tie out chain, 
60 per cent off list. 
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per cent off list; galvanized before 
weaving, 60 and 10 per cent off list. 
Wire cloth per 100 sq. ft., 12-mesh, 
black, $1.60; 14-mesh, $1.90; galvan- 
ized, 12-mesh, $1.80; 14-mesh, $2.50; 
bronze, 14-mesh, $5.50; 16-mesh, $5.90. 
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Free with order for one dozen Padlocks 
Handsome Counter Display Card 


Ileco presents to the hardware dealer a new pad- 
lock, strong, attractive, striking, different in 
appearance, and built to last. A good padlock 
and a marvelous consumer value to retail profit- 
ably for 60c to 75c. Each padlock is packed in 
an attractive individual box. Following are 
some of the outstanding features of the Black 
Knight No. 314 Padlock. 


1. Heavy steel rust-proof case of handsome 
black gun metal finish. 


. Double locking action on shackle. 
. Brass bolt. 

. Two Cylinder keys. 

. 250 key changes. 


Aa nan 2p &S WN 


Rust-proof working parts. 


Packed: One dozen in a carton with a display 
card. 


Made in one size—114” 


Stocks with leading jobbers. Jobbers’ inquiries 
are invited. 








HERALDINE 


-zgiohack Knight 


ANEW DISC TUMBLER CYLINDER PADLOCK 





BLACK KNIGHT—The armored padlock 


TILT hd AND AY ie COT Gat 0 


FITCHB Use, MASS. 


U 2 <4. 
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RADIO EQUIPMENT. 
Tubes, CX No. 112A, $2.50; CX No. 
326, $2; CX No. 327, $3; CX No. 380, 
$3.50; CX No. 371A, $2.50. Dealers’ 
discount from these prices, 35 per 
cent, 


ROLLER SKATES. 

Union line, less than case lots, Nos. 
4SC and 5SC, $1.42 per pr.; 6SC, $1.55 
per pr. Chicago line, No. 181, $2.65 
per pr.; No. 183, $2.75 per pr.; No. 
185, $2.75 per pr.; No. 101, $1.32 per 
pr.; Nos. 103 and 105, $1.57 per pr. 


BOSTON: 


BosTON, March 4.—February was generally conceded to be a quiet 
month in the hardware business, and with the advent of March not 
much change in general trade conditions throughout New England 
is noted. Further, there is no indication as to when business may 
be expected to begin to pick up. There are some in the trade who 
feel that warmer weather will loosen up the purse strings of the pub- 
lic, and it is pointed out that the spring-like weather experienced 
during the annual retail convention at Boston recently and immedi- 
ately following brought increasing numbers of prospects into retail 


stores. 


On the other hand, some of the most important hardware dealers 
feel that business will be slow in getting under way regardless of 
They point out that there are still a lot of 
people throughout New England out of work and many others work- 
Naturally such workers will be conservative in 
There is no disputing 


weather conditions. 


ing on part time. 


spending money except for bare necessities. 
the fact that a lot of work is needed about New England homes and 
farms, but there does seem to be some doubt as to just how soon 
people will begin to do this needed work. Some makers of steel 
shovels have issued new price lists which show a general advance 
At the same time they announce a discount of 50 per cent, 
The discount on 


in price. 


contrasted with 40 and 10 per cent, heretofore. 


,ROPE. 

Best grade manila rope at 21%c. 
per lb. for factory shipment and 22c. 
per lb. for stock shipment; sisal rope, 
16c. per lb. for factory shipment and 
16%c. for shipment from stock. 


SHEETS. 
24-gage galvanized sheets, 
100 Ib. 


| SNOW SHOVELS. 
} Snow shovels, No. 33 galvanized, 
$9.50 per doz.; No. 34 galvanized, $10 





(Boston office of HARDWARE AGE) 


the Ames line of shovels remains at 3714 per cent. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. BOSTON. 
AUTOMOBILE ACCESSORIES. 


Tires.—Competitive, clincher, extra 
heavy, straight side, 30 x 314, $5.60 
each, list; 31 x 4, $9. 40; 32 x 4, $10.10. 
Discount 12% and 10 per cent. 

Tires.—Mansfield line heavy duty 
cord, clincher, 30 x 3%, $7. 25 —_ 
“¥ straight side, 30 x 314, $9.85; 


, $12; 32 x 4, $12.80; 32 x 4, siz4s: 
32. x 4%, $17. 30; 33 x 4%, $18; 34 x 
444, $18.60; 33 x 5, $23.50. Discount 
1314, and 10 per cent. 


Tires.—Mansfield line, truck, 8-ply 
cord, 32 x 4%, $23. 70 each, list; 33 x 
414,,) $24.55 3 X 5, $28.40; 34 x 5, 
$33. 70; 35 $34.50; “ 
36 = 6, $51.80; 
12-ply, 36 x 8, $94.85; 40 x 8, "$101. 30. 
Discount 30 per cent. 

Tires.—Mansfield line, balloon, 4. a: 


19, $7.80 each, list; 4.50-20, : 
5.00-19, $11; 5.25-18, $12.35; 5.25- 50, 
$13.25; 5.50-19, $14. 10; eavy duty, 
6-ply, 4.40-21, $11.50; 5.25-21, $16. 35; 
5.50-20, $17.85; 6.50-19, $22.30; 7.30-20, 
$34.50. Discount 12% and 10 per cent. 
Tires. — Mansfield line, balloon, 
double service, 4.50-21, $17.45 each, 
list, 5.25-21, $25.45; 6.50-18, $33.75; 
6.50-20, $34.50; 6.50-21 — 15. Dis- 


count 30 and i0 per cent 

Tire Chains.—30 x 3%, ‘$4. 50 a pair, 
list; 3 x 4, $5.50; 32 x 4, $5.50; 33 x 
a; 


34 x 5, $7.50; 35 x 5, $8. 
4.40, $4.50; 29 x 4/40, $5; 31 x 


4. 
, $6.50; 34 X 4.95, $6. 
5.25, $6.7 75; 29 x 5.25, $6.75; 30 x 5.25, 
$6.75; 31 x 5.25, $7. One to nine pair; 
discount 30 per cent; 10 to 49 pair in 
one shipment, 35 per cent discount; 
50 pair in one shipment, 40 per cent 


discount. 

Boquet Holders.—Glass, No. 14, ‘65c. 
each net; iron tulip, No. 2, 35c. each; 
tin, removable, green, No. 33, $1 a 
doz. or $11.50 a gross. 

CELLO GLASS. 
Cello Glass.—In 100 ft. rolls and 


in 50 ft. rolls, all lengths and widths, 
10%c. a sq. ft. net. 
CORN PLANTERS. 

Corn Planters.—Acme, rotary, No. 
309, $22.50 each net; segment, No. 
311, $16.50. 

CULTIVATORS. 


Cultivators.—No. AC43, three prong, 
$6.90 a doz. net; No. AC45, five prong, 





$9.85; No. AC83, 8-in. handle, $4.45. 
DOOR MATS. 

Door Mats.— Cocoa, 14 x 25 in., 

66c. each net; 16 x 27 in., 84c.; 18 


x 30 in., $1.05. Steel wire, $1.47 each 
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per doz.; No. 36 galvanized, $13.50 
per doz.; No. 35 maple, $18 per doz.; 

No. 31 steel blade, $9.25 per doz.; No. 
27% children’s, $2 per doz. 


STOVE PIPE AND ELBOWS. 


6 in. 28 gage stove pipe, per crate 
of 25 joints, $3.19 for factory ship- 
ment and $3.45 for stock shipment. 
Same, 26-gage, $3.81 for factory ship- 
ment and $4.15 for stock shipment; 
6 in. corrugated elbows, 28-gage, $1.31 
per crate for factory shipment and 
$1.40 for stock shipment. 


Business Conditions Are Unchanged 
Shovel Prices Have Been Revised 


net. Black rubber, 18 x 30 in., $8 a 
doz. net. 
FENCING. 

Fencing.—Lawn, style F, 36 in., 
$3.63 a rod, list, 42 in., $3.96, 48 in., 
$4.62. Style L, extra, 36 in., $2.64, 
42 in., $2.97, 48 in., $3.38. Discount 


50 per cent. 


FLOWER BED GUARD. 
Flower Bed Guard.—Perfection, 16 
in., $1.81% a rod, list; 22 in., $2.14, 
Trellis.—Style i extra, 18 ‘in., $2.31 
a rod, list. 
Discount, 50 per cent. 


FLOWER BOXES. 

Flower Boxes.—Painted green, 24 
in., $10.60 a doz. net; 30 in., $13.90; 
36 in., $20.90. No. 295S, open corners, 
30 in., $9 a doz. net. Success, 19% 
in., $6 a doz. net; 25% in., $7. 20: 
2914 in., $9 


LAWN ACCESSORIES. 

Hose.—Rubber, garden, Commer- 
cial, % in., 6%c. per ft., net; Leader, 
¥% in., 6%c.; % in., 7%c.; Vigilant, 
e in., 8%c.; Olympia, % in., 8%4c.; 
Good ‘Luck, 5 in., 10c.; Milo, %& in., 
10%c.; Bull Dog, % in., 13%c. 

Lawn Mowers.—Roller bearings, 16 
in., $18.25 each net; 18 in., $19.50; 
20 in., $20.75; roller bearers, 16 in., 
$16.75; 18 in., $17.50; 20 in., $18.75. 
Automatic style, 11-5, 16 in., $12, 18 


in., $13; 20 in., $14. Style 10-4, 14 
in., $9.75; 16 in., $10.50; 18 in., $11.25; 
20 in., $12. Style 9-4, 14 in., $9; 16 
in., $9.50; 18 in., $10; 20 in., $10.50; 
ball bearing, 16 in.; special, style 
8-4, 14 in., $8.50; 16 in., 0; 18 
in., $9.30; special, style 8-3 plain 
bearing, 12 in., 5.40; = in., $5.80; 
16 in., $6.20; 18° in., $6.6 

Sprinklers. —Nelson tes, $12.80 a 
doz. net. 


Coupling.—Nelson perfect clinching, 
self fastener, $2 a doz. net; cor- 
rugated, $1.30; perfect clincher house 
mender, $9.60 a gross, net. 


RAKES. 

Rakes.—Garden, 
14B, . $11.70 a doz. 
$12.55; No. 112, $9.35; No. 114, $10. 10: 
No. 16, $10.85. 

Rakes.—Lawn, steel, 24 tooth, No. 
RR234, $8.50 a doz. net; wooden han- 
dle, 24 tooth, 2X grade, wire bows, 
$6.60; 24 tooth, 3 bows, $9; 28 tooth, 


3 bows, $10. 
Rakes.—Hay, steel, Hub, 2 bows, 
Teeth, 15c. a dozen 


$7.15 a doz. net. 
net. 
Rakes.—Road, No. X14, $13.13 a 
~. net; No. X16, $14.15. 

akes. —Gravel, 2 in. teeth, No. 
Git $11.60 a doz. net, No. oe $12.5 55; 
1% in. teeth, No. Gi6, $12.5 


SHEARS. 

Grass.—Standard makes, No. 150, 
; No. 1360, $4; No. oH 
$5. 50; No. 0267E, $6.50; ’No. 106, 
No. 1105, 7 75; No. 400, $12. 
win, No. 10, $13.65. Doo-Klip, short 
handle, $10. 80, long handle, $18. Hylo, 


$14. 

Sheep.—Standard makes, No. 057E, 
5% in., $8.25 a doz. net; No. 055E, 
5% in., $7.75. 


Wallingford, No. 
net; No. 16B 
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WYMAN ——— 
EN TRANCE 
DOOR JET 


A complete Entrance Door Set in 
Cast Russwin Metal, consisting of 
Entrance Handle, Door Knocker, 
Push Button, Letter Box Plate and 
Hinge Straps. 




















Cast Russwin Metal is rustproof, 
non-corrosive, and will hold its finish 
regardless of weather conditions. 





DISTINCTIVE 
HARDWARE | 























RUSSELL & ERWIN MFG. COMPANY 


The American Hardware Corporation, Successors 


New Britain, Connecticut New York Chicago London 
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Pruning.—Standard makes, No. 06, 
$4 a doz. net; No. 10, $5; No. 23, $6; 
No. 30, $7.50; No. 65, $7.50; No. 25, 
8 in., $8; No. 102, $8; No. 40, $15; 
No. 240, $18; No. 290, $22. Doo- 
Klip, $10.80. French wheel, 8 in., 
$20; 9 in., $23 

Pruning.—Long handled, No. 5404, 
9 in., $10.80 a doz, net; No. 2506, 20 
in., $14; No. 5403, 22 in., $24; No. 
5402, 24 in., $27. Standard tree, No. 
12, $19.50 a doz. net; No. 14, $21.50. 
Telephone, No. 1, $13. 

Hedge.—No. 60, 6 in., 68¢c. wr 
net; No. 80, 8 in., $1.10; No. 300, 6 
in., 75c.; No. 301, 9 in., $1.25; No. 
100, 6 in., $1.20; No. 100, 7 in., $1.35; 
No. 100, 9 in., $1.60; No. 101, 9 in., 
$1.75; No, 46, 6 in., $6 a pair. 





SHOVELS. 


Shovels.—Steel, polished, Ames two 
Star brand, D-handle, No. 2, round 
and square; long handle, round and 
square, $12.13 a doz. net; three Star 
brand, No. 2, D-handle, round and 
round and 


square; long handle, 
square, $14.63; four Star brand, 
D-handle, round and square, long 


handle, round and square, $17.13. 

Scoops.—Steel, polished, Ames four 
Star brand. D-handle, No, 2, $17.75 a 
doz. net; No. 3, $18.38; No. 4, $19; 
No. 5, $19.63; No. 7, $20,88. Breaking 
down scoop, black, D-handle, No. 6, 
$20.63 a doz. net. 

Shovels.—Snow, Rugg Line, steel, 
long plain handle, round, $4.50 per 
doz.; square, $5; split wood D-handle, 





No. 78%, $5; iron D-handle, No. 79, 
$5. Boss line, long handle, $4.75; iron 
cca $6; split wood D-handle, 


SPRAYS (FLY). 

Sprays.—Fly, Flit, in % pints, $4 a 
doz. net; in pints, $6, in quarts, $10, 
in gallons, $33. O’Cedar, in % pints, 
$4 a doz. net; in pints, $6, in quarts, 
$10, in gallons, $22. 

Sprayers.—Flit, hand, $2.80 a doz. 
net; continuous, $7.20. O’Cedar, $2.80. 


WATERING POTS. 
Watering Pots.—Galvanized, 4-qt., 


$5.75 a doz. net; 6-qt., $6.25; 8-qt., 
$7.20; 10-qt., $8; 12-qt., $10; 16-qt., 


wv, 





Minnesota Held Banner Convention 


a talk on contract selling. He declared 
that 72 per cent of his business in 1929 
was in time sales. The American pub- 
lic, he said, is sold on installment buy- 
ing. 

The Thursday session dealt with the 
general theme “Competition.” It was 
opened by E. B. Juni, Jordan, who 
talked on store comparisons and the 
competition of non-hardware stores. 
He told of how the Asssociation fitted 
up his store and said that in the past 
18 months more women had come into 
his store than in the previous ten 
years. 

Clarence Johnson, St. Cloud, spoke 
on competition between towns, compe- 
tition of commodities, of price and of 
methods. Service clubs, he said, have 
helped to eliminate competition be- 
between towns, although there will al- 
ways be a loss of some business to 
larger communities. Price alone, he 
said, never sold a piece of quality mer- 
chandise. He advised dealers to es- 
tablish the worth of an article in the 


customer's mind before quoting a 
price. 

In the absence of Geo. A. Roper, 
Isle, Llew S. Soule, Editor, Harp- 





(Continued from page 54) 


WARE AGE, was asked to talk on the 
subject of studying merchandise, price 
and methods, and buying backward to 
meet prices. Mr. Soule advised dealers 
to buy from the customers’ viewpoint. 
First, he said, find out what merchan- 
dise can be used to advantage in 
your community; then find the price 
which your customers are willing to 
pay for that merchandise. Then buy 
the merchandise which will fill the 
need, meet the price requirement and 
pay a fair profit. 

The last speaker was W. W. Kurtz, 
Grand Rapids, who spoke on cooperat- 
ing with suppliers of goods, and the 
use of loss leaders and specials. He 
advised them to concentrate their busi- 
ness with one or two jobbers, and get 
aid as well as merchandise. Play fair, 
.in the matter of loss leaders furnished 
by jobbers, he said; sell them at the 
suggested price; use them as invita- 
tions to come in; select them for the 
class of customers you want to’ bring 
into the store and get items they are 
interested in. Make your leaders real 
bargains, he added, and keep the price 
under a dollar. 

A general discussion followed, after 


play. 


which there was an illustrated talk on 
Business Control by C. J. Christopher 
of the association office. 

The Friday session theme was “My 
Job.” The speakers were: C. V. Leav- 
itt, Minneapolis; W. A. Kempe, Red 
Wing; L. C. Dorweiler, Chokio, and 
Myron Lund, Dawson. The subjects 
discussed were the dealer’s job; con- 
trol of stock, expense, margin, pur- 
chases and sales, business policies, 
dealers’ responsibilities ; store lighting, 
training and delegating responsibility 
to employees. 

At the close of each session there 
was a summarization of the session 
theme by Rivers Peterson, Editor 
of Hardware Retailer. After the final 
session he gave a general summariza- 
tion of the convention program. 

The session closed with the reports 
of committees and the usual routine 
business. 

The officers elected for the ensuing 
year were as follows: President, V. 
G. Wedge, Sauk Center. Vice-Presi- 
dent: E. B. Juni, Jordan. F. W. 
Bruscke, Good Thunder, was chosen 
as a new member of the Executive 
Board. 


Bissell Window Display 


Bissell Carpet Sweeper Co., Grand Rapids, Mith., has re- 
cently offered dealers carrying the Bissell line a motion dis- 
This display demonstrates the working of the “Hi-Lo” 
brush control feature, found in the Bissell sweepers. 

The red sweeper section moves up and down and the levers 
operate realistically, carrying the brush up and down with 
them to show the great range from high pile carpets to lino- 
leum. There is a sales talk printed on the display. Although 
designed as a window display, it is also highly effective as a 
demonstrator inside the store. 

This display is 38 in. wide, 29 in. high and is made of 1/10 
in, thick paper board, printed in seven colors. 
required for the moving of the display is simply the breeze 
from an electric fan. 


The power 


Reading matter continued on page 92 
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Strong Arms ~ 
Strong Wrenches 
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the best team 
for hard work 


+ ion ARM that wields a pipe wrench needs 

strength to keep at the job. Don’t handi- 
cap your “strong arm” customers by selling 
them weak wrenches. You will find them 
easy to convince that strong arms and strong 
wrenches make the best team for hard work. 


No pipe wrench made has a better 
strength argument than the all steel 
TRIMO. The handle is drop-forged— 
nota casting. Heat treating adds tough- 
ness that will stand the hardest strain. 


TRIMO 


Pipe Wrench 
All Steel for Strength 











Made by Trimont Mfg. Co., Ine., Roxbury (Boston), Mass. 
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Make your 
LAWN MOWER 
Display Attractive 








On the floor or in the window, this steel 
display stand means more lawn mower 
sales. It is light in weight yet strong, col- 
lapsible and easily stored. It is a time and 
space saver. 


You can use it to display models of the 
various Blair lines—the high quality lines 
such as the Hercules, Pilgrim, Automatic— 
and other models which combine quality 
and low price. 


Write today for details and prices of the 
lair line. We'll be glad to show you, also, 
the ways we are helping you make more 
sales through merchandising aids and news- 
paper advertising. 


BLAIR MANUFACTURING COMPANY 


Established 1879 


Springfield, Massachusetts 


BLAIR Drawcut 
LAWN MOWERS 








A Hardware Store In Holland 


(Continued from page 48) 


on a tea kettle. The peculiar knob which attracted my 
attention whistles when the kettle boils, and the freshly 
drawn and boiled water notifies the tea drinker that it 
has reached the proper boiling point. 

The fad for kitchen wares~in gay colors may have 
died out to some extent in the States, but not so in 
Holland, where bright colors in the kitchen and house- 
hold furnishings are very popular. Colored enamelware 
of all kinds in brilliant colors, red, blue, yellow, green, 
brown and wine red, lines the shelves and stands on the 
open top tables. Watering pots with abnormally long 
spouts come in all the colors of the rainbow. 

Dainty Delft ware depicting windmills, Dutch boys 
and girls in wooden shoes, wide trousers, wide-skirted 
dresses and quaint bonnets and caps, fill the windows, 
and there are cunning “wooden” shoes in brass for 
souvenirs, also windmills made of brass and used on 
the table for pepper and salt. There are little brass 
barrels and bells, and placques showing canals, wind- 
mills, trees and Dutch people. 

These trinkets fill the wide.windows and attract the 
eye of the passing tourist, for Dake & Zoon’s great 
store stands on one of the important streets of this 
bustling city of the Netherlands, not far from the great 
Union Station, and these progressive Hollanders are 
not overlooking the commercial value of the fact that 
during the past century hundreds of potential customers 
have daily passed its doors. 


SranvInc in the doorway of this store, we looked 
out upon the rush and hurry of the crowded streets, the 
busy canal traffic in the “grachten,” the barges and motor 
lorries loaded to their fullest capacity, and the bridges 
and rows of trees on the water side and realized with- 
out any difficulty that we were thousands of miles from 
home. 

While occasionally we saw a man or a woman or a 
little child from the provinces dressed in the quaint 
clothing and wooden shoes, some carrying a yoke across 
the shoulders with a pail on one end and a basket on 
the other, passing along the streets, it is an unusual 
thing, because the provincial people residing on the Isle 
of Marken and at Vollendam keep pretty closely to 
themselves and do not often visit the great modern cities 
like Amsterdam and Rotterdam. Here we found the 
majority of people dressed very much like our fellow 
citizens in the States. In fact, they seemed to us more 
cosmopolitan in dress than in either England or Scotland 

One difference in transportation we particularly no- 
ticed, in addition to the boats along the waterways, was 
the great number of bicycles which passed us in droves 
and flocks. Someone does a thriving business in wheel 
goods, for not only young people but old, gray-haired 
men and women pedal down the streets as nimbly as 
you please. 

Many of the quaint trinkets in Holland selling for so 
many pennies or perhaps a gulden or two, find their 

(Continued on page 94) 
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All you can possibly 
seek in sturdy, prac- 
tical quality, precise 
uniformity and su- 
perior finish—is em- 
bodied in the entire 
line of GRIFFIN Hinges 
and Butts. 7, 7 7+ 7 


ORIFFIN 


Manufacturing Co__| Manufacturing Co__| 


ERIE, PENNSYLVANIA 
yanch Offices__ 


New Y 45 Warren St. 

| oem age 5 Ww. a St. 
Boston, 

San Francisco, 703 Market St. 





MARCH and APRIL—TIME to ORDER 








YANKEE CORN HOOK 





LITTLE GIANT CORN HOOK 





OAKLAND CORN HOOK 





KORNKROP KORN KUTTER 





FIELD KING CORN CUTTER 





LITTLE GIANT CORN KNIFE 


BLACK DIAMOND CORN KNIFE 





Ask us for descriptive circulars and prices 
before you order 


NORTH WAYNE TOOL CO. 


OAKLAND, MAINE 


Sales Office—6331 Tireman Ave., Detroit, Mich. 
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They Couple Hose Securely 





SHERMAN Hose Couplings are furnished as 
standard equipment by practically all leading 
manufacturers of factory coupled garden hose. 
They couple hose very securely, being made 
with deep corrugations on the tail pieces which 
prevent their being pulled out of the hose. 


SHERMAN 
Wrought Brass Hose Couplings 


Genuine Sherman Couplings are of heavy 
wrought brass with machine cut threads and 
deep Parallel Corrugations and comfortable 
rounded knurled nut flanges. 


Being Wrought Brass they are absolutely leak- 
proof. They sell on merit. Keep well supplied. 


Sold Through Jobbers 
H. B. SHERMAN MFG. CO. 


Battle Creek, Mich. 
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| way across the ocean. It was a most fascinating store, 


and I noted many things that would seem queer to us. 

There are still fairies in Amsterdam, and in the kitchen 
and house furnishings stores we saw dozens of queer 
figures, gnomes, dwarfs, etc., much like the queer little 
men that lured Rip Van Winkle into the Catskills. 

These small figures, about two feet high, are made 
of terra cotta, and are very popular with the Hollanders, 
who buy them and place them about in their gardens. 
In Holland they sell for about 131% gulden, and a gulden 
represents about 40 cents in our money. 

The tradition, at least among the little children of 
Holland, is, that these little fellows live underground, 
behind rocks and in hollow trees, and come out at night 
to do good deeds for people who have been good. 

So in every hardware store we saw these queer little 
fellows with big heads and queer faces. 

Images in terra cotta of black dogs are popular with 
the Hollanders also. We will suppose that they are 
expected to guard the tulips from molesting and pilfer- 
ing hands, for tulips have been raised with such mar- 
velous success in Holland that they are known all over 
the world for their gorgeous and unusual colors, sizes 
and shapes. 


"Tuey are considered quite effective in the gardens. 
Some of the little figures push wheelbarrows, some carry 
jars and pots for flowers in their arms. Fresh-cut flow- 
ers and growing plants are placed in these odd recep- 
tacles. 

There were animals and birds of all kinds to be used 
in the gardens, among them foxes, deer, dogs, frogs, 
turtles, monkeys, storks and cranes. 

Cookie sprinklers for making printed cookies to be 
flavored with caraway and anise seeds, are very popular 
with the German and Dutch people; but there is quite 
a demand for them in our country, too, for a cookie 
with a bird or a tree or a figure stamped upon it tastes 
far better than just a plain cookie. 

Beaded mats for hot plates, teapots and other hot 
dishes bear quaint Dutch scenes. An array of oyster 
shells proved that the succulent bivalve is a favorite with 
the Dutch as well as the American palate. 

Porcelain platters are shown with wooden insets for 
baking fish, beef and various meats. Smaller but similar 
plates are used for bread. 


I WAS intrigued by a small pottery table stove burning 
artificial heat, with a small container for keeping the 
tea pot hot. Also a water heater for boiled eggs. This 
was made of rich yellow china with a hot water con- 
tainer and a downy yellow chick sitting up on top of 
the lid. 

Among the unusual things I saw in Dake & Zoon’s 
was a big galvanized iron bath tub with a water heater 
and gas attachment. 

We saw the tiniest refrigerators, as ice is not con- 
sidered the necessity in European countries that it is in 
America. Electric washing machines and dryers and 
electric refrigerators are not unknown in Amsterdam, 
for the people are quite up to date in that famous city. 

(Continued on page 106) 
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Designed for Steel Casement Residence 
Windows (Close-up or Offset Hinges) 


























RIXSON No. 194 Casement Operator 


A seventh decisive selling point has 
been added to the already strong appeal 
of this Rixson Casement Operator. 


Point No. 7—In co-operation with the 
U. S. Bureau of Standards this mechan- 
ism is furnished with screw hole loca- 
tions in the sash plate to conform to the 
standard perforations adopted by a ma- 
jority of steel sash makers. In this step 
this Rixson Operator’s six-point useful- 
ness is extended to the whole field of 
outswinging casement windows. 


Point No. 1I--It is small and compact 
In the model No. 94 (same size) can be 
mounted on stools only 114” wide. 

Point No. 2—It operates the casement 
through 90° in only 3%4 turns of the 
handle. 

Point No. 3—It locks automatically 
wherever halted. The window can be 
moved only by the operator handle. 

Point No. 4—It mounts to provide op- 
eration without disturbing fly screens. 

Point No. 5—It is simple in design, 
with a minimum of moving parts. Stall- 
ing or jamming is well guarded against. 

Point No. 6—It serves efficiently for 
years because of the quality of the ma- 
terials used—steel stampings and a hard 
bronze driving screw. 


Write for detailed 
description. 


THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue Chicago, III. 


New York Office: 101 Park Ave., N. Y. C. 
Philadelphia Atlanta New Orleans Los Angeles Winnipeg 

















Builders’ Hardware 


Overhead Door Checks Casement Operators & Hinges 
Floor Checks, Single Acting Concealed Transom Operators 
Floor Checks, Double Acting Adjustable Ball Hinges 
Olive Knuckle Hinges Butts, Pivots and Bolts 





Friction Hinges Door Stays and Holders 
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RUSTLESS 
STEEL TUB © 









Non-corrosive— stain- 
less — rustless — this 
new Woodrow’ Tub 
marks a_e great ad- 
vancement in Wash- 
ing Machine progress 
and sales. 









Woodrow Model 30 
Also furnished with gasoline engine 
power 





Popular acceptance of “stainless steel’’ predicts a great 
future for the Woodrow Rustless Steel Tub Washer. The 
tub is made of rustless stcel throughout—no surface de- 
terioration, peeling or chipping—the hardest usage leaves 
it bright, clean and in perfect condition. 

Woodrow Model 30 is now also equipped with balloon 
wringer rolls—and a galvanneal tub jacket which serves 
the fourfold purpose of adding protection, strength, beau- 
ty and heat-retailing qualities. 


Furnished with either electric motor or gas engine. 
‘ F c 1 d ils d ° 
Seal Tetey sr a a. 
| 
'Woodrow Washing Machine Company 


800 Franklin Street Pella, Iowa 


Qe 8 ft 
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The Big Spring Seller 
For 
PIKE the 
Home 
RED Man, 
HEAD also 
UTILITY nae 
and 
FILE Mechanic 





A rapid seller to every man who hoes a gar- 
den, mows a lawn, or plants a flower bed. 


° 
A few strokes puts the keenest edge on garden tools, 
lawn mowers, etc. Keeps NEW tools touched up | 
and makes OLD tools cut like new! Read the many | 
different uses printed on Dealers’ Counter Display | 
Stand sent FREE with every dozen of these FILES | 
ordered from your Jobber. 


Many Jobbers have already stocked them—most | 
every Jobber will have them soon. Springtime is | 
tool time. Get the Red Heads in plain sight early. 


They retail for $1.00 in the United States and Can- 
ada and return a nice profit. If your Jobber hasn’t 
stocked them, write to us and mention his name. 


MANUFACTURING CO. 


Pike, New Hampshire, U. S. A. | 
Manufacturers of Sharpening Stones and Specialties for 
Over 100 Years | 


9000 6000000000000000 | 


Men who use knives 


in their daily work 


buy new knives 


whenever 
they need 


them » 





and they do it 
regardless 
of the day or 


S@€ason .. . « 


Hence ... retailers catering to this most 
dependable and most profitable of all cutlery 
business do not worry about “peaks” in sales 
(with “valleys” before and after) nor do 
they have concern about heavy investments 
in strictly seasonable stock. 

Dexter has proper, proven knives for 
most essential and important knife users... 
meat cutters, restaurants, lunch rooms, 
linoleum layers, roofers, painters, etc. 

In the immediate trade area of many 
hardware stores are users and buyers of these 
knives. 

Dexter has a proved plan of helping co- 
operating retailers get and hold this business. 
You don’t need outside men. Such business 
js not controlled by specialty houses outside 
your community. Alert Dexter retail hard- 
ware dealers have already proved that. 

Write us. No obligation is entailed 
and between us we can quickly 
determine whether our plan will 
work for you in your 
community. 


HARRINGTON _ 










SOUTHBRIDGE, 
MASS., U.S.A. - 


he Right Any 
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NEW ITEMS 


Vibro-Shave Electric Razor 
An 


electric razor that massages as it 


shaves has been placed on the market by 
thé Electric Razor Sales Corp. of Amer- 
ica, 160 North La Salle Street, Chicago, 
Il. 


It is known as the “Vibro-Shave.” 








This electric razor plugs into any light 
socket (110 volts A. C.) and works with 
ease and safety. It is merely guided over 
the face and will produce a clean, smooth 
shave without raw patches or unpleasant 
afterburn, according to the maker. 

The razor has a “Durez”’ handle and 
the metal parts are chromium plated. It 
is packed in a neat box, complete with 
blades, cord, plug, and simple instructions. 
The blades are made of Swedish charcoal 
steel and may be stropped in any two- 
edged stropper. For transforming D. C. 
to A. C. an interruptor is furnished. 

This razor is 2%4 in. long, overall, and 
weighs 3 oz. 


Three Spades Cutlery Line Sold 
by Robt. Viegelmann 


The “Three Spades Constant Everkeen 
Everclean” line of household and profes- 
sional use cutlery is made by Constant 


including 


| cooks, ete., 
| Spades. 





Works, Solingen, Germany (Friedr. Her- 
ber Abr. Sohn). Distribution in the | 


United States is handled by Robert Viegel- 
mann Cutlery, Division of Markt & Ham- 
macher Co., 193 West St., New York City, 
who maintain a complete stock for prompt 
shipment on American orders. 


The Three Spades line has 25 patterns, | 


household kitchen and 
knives and special cutlery for professional 
use. 
The 
cutlery 


company also makes carbon steel 
products for barbers, butchers, 
using the trade-name Ace of 


B-C Can Opener 


Bunker-Clancey Mfg. Co., 110 Wood- 
land Ave., Kansas City, Mo., is offering 
the new B-C Can Opener. 

This opener operates on a different prin- 


ciple from the old-fashioned can opener. | 


It cuts the top of the can off instead of 


cutting it out, and will open any size can. 


It is claimed by the manufacturer that the 









— 


me 
You can'TCuT 
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Your HAND 
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top, after opening, is as smooth as it was 
before opening. A bottle opening attach- 
ment is included in the form of a hook. 


With the new opener a heated can may | 


be lifted from the hot water, opened, and 
the contents removed without touching the 
can with the hands. It is not necessary 
to change the position of the hands or can 
to open after removal from the water. 





75 Per Cent of German Cutlery | 


Production Is Exported 


The total German production of cutlery 
of all sorts (including razor blades, scis- 
sors, hair clippers, etc.) in 1928 is esti- 


mated to have had a value of approxi- | 


mately $25,000,000, of which about 75 per 
cent was experted. 

Imports of cutlery into Germany are rei- 
atively unimportant, only 46 metric tons, 
valued at $527,130, having been imported 
in 1928. 


table | 


| CUTLERY 


Grafmueller Leaves H. Boker; 
Was Head of Cutlery Dept. 


Edward Grafmueller, vice-president, H. 
Boker & Co., Inc., 101 Duane Street, New 
York, N. Y., retired from the management 
| of the hardware and cutlery division of 
| that organization on March 1. He entered 
| the employ of the concern as a boy in 
1880, working his way through many de- 
partments, and traveled for the company 
from 1890 until 1913. 

In 1913 he became manager of the hard- 
ware and cutlery division of the concern. 
He was made president of the Boker 
Cutlery & Hardware Co., in 1914, which 
position he retained until the organization 
was consolidated with H. Boker & Co., Inc. 
At the time of consolidation he became 
vice-president of the firm and continued the 
management of the cutlery and hardware 


| department. 

| Mr. Grafmueller, who is planning to 
| take a short rest, is succeeded by J. R. 
Boker as head of the cutlery and hardware 
| Mr. 
Heinrich 


division of the concern. 3oker will 
| be assisted by Charles and A. 
| Hidde, who have been connected with the 
| firm for a number of years. 


| “Kluster-Knife’” Meat Tenderer 


lor tendering and seasoning meat, the 
“Kluster-Knife” is made by the Tyler Mfg. 
Co., Muncie, Ind. -This kitchen tool gets 
its name from the fifteen little knives that 
| make up the meat tenderer. They cut the 





tough fibers without bruising or mashing 
the meat; at the same time the salt, pep- 
per or other seasoning is driven into it. 

The large knife useful for light 
cleaving. By turning this blade length- 
wise with the handle it can be uséd 
a handy chopper or mincing knife. In the- 
same position it may be employed as a 
scraper for cleaning pots, pans, skillets, 
bread and meat boards. 


is 


as 
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In Nashville, Tenn., the Keith-Simmons Co., whose cutlery department is 
shown above, supply a good share of the local cutlery demand, 


T has been stated many times, and rightly so, that 
cutlery is among the lines most responsive. to sales 
effort. Given the slightest attention, it will more than 

repay that effort. Much has been written about the many 
ways and means that may be adopted to bring about an 
active demand at the cutlery corner of your store, but 
here are presented ten ideas that have proved successful 
for other hardware stores: 

A Tennessee dealer visits the butcher stores and pub- 
lic markets of Nashville selling cutlery. In six months 
of this type of selling he disposed of $500 worth of 
butcher knives and steels to these meat dealers. He shows 
them samples, quotes a price, takes the order and de- 
livers next day for cash. Included in this amount are 
twine cutters and special knives and scissors. In a simi- 
lar period of time this dealer sold some 4000 pocket 
knives. Personal solicitation, good window displays and 
a well-kept stock are credited with the results stated. 

A California hardware merchant keeps special items 
at special prices displayed on the top of the cutlery case, 
and turns its cutlery stock four to 
six times annually. A special knife 
sharpener, stainless steel paring 
knives, razor sharpeners, scissors, 
safety razor blades, various kinds of 
knives and sharpeners and shaving 
brushes are all contributors to the 
good result. Each item so displayed 
helps to focus the attention upon 
some other piece of merchandise in 
the cutlery stock. The old related 
item idea again. This sales force also 
watches all trade paper articles on 
cutlery as well as cutlery advertising 
in order to get new ideas and selling 
points to use. Merely turning a show 
case around and rearranging the dis- 
play is credited with increasing the 
sale of cutlery about 500 per cent for 
a Chicago dealer. A U-shaped case 


which formerly faced the front of the store was turned 
to face the back of the store, with the result that cus- 
tomers who used to pass right by the case when entering, 
their minds fixed on some definite purchase, and then 
pass out of the store without noticing the cutlery, now 
pause to look over the case which faces them as they go 
out. Their specific purchases made and a mind free to 
observe, they become more ready purchasers—500 per 
cent more ready, says the dealer. Of course, he backs 
up this idea with adequate window displays. 

There are not many events calling for a gift that cut- 
lery will not serve. To obtain the greatest benefit from 
this fact a Massachusetts hardware merchant shows high- 
grade cutlery on a pad of felt or plush. This creates a 
great respect in the mind of the customer for the quality 
of the merchandise. As holiday merchandise, cutlery does 
real service, because of its bright, shining and attractive 
appearance. Making the most of this fact will add quite 
a figure to the total sales. This same dealer encourages 

(Continued on page 100) 


The modern cutlery case shown below increased pocketknife sales to a marked 
extent for the Williams County Hardware Co., Bryan, Ohio. 
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Are you prepared to 
cash in on the immense 
Advertising Program 


launched March 6th 
to help you sell 


the New Gillette Blade ? 
Te New Gillette Razor ¢ 


Window Displays 
and Dealer Helps 


are ready for you. 





Send for yours 





today! 


New Gillette Display No. N3 


A compelling attention-getting window 
display that will sell a lot of New Gillette 
Blades and Razors. 


The 


The Gillette Safety Razor Co. 


City State 


i 
1 
: 
; Boston, Mass. “HA” 
Gillette Gentlemen: 
; Please send me your New No. N3 Atten- 
1 tion-Getting Window Display. 
Safety Razor 7 
' Name 
Company 
‘ Street 
Boston Mass. } 
' 
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10 Exclusive Features 
of Kleen Kut 






curled edge. 
2. Operates with ease and smoothness. 


round, square or oval. 
. Will a shave or splinter —: a ~~. 
Cutter is made of high grade too 


4 

5 

6 
nickel plated. 

7. Attractively displayed on individual —~ 

. Nationally advertised to create a dem 

0 


opener on the mark 
. Startling low peice ating like it to re- 
tail for 15c. 


ogg A Mfrs. of Quality Kitchen Tools 


that saves the juices. 3211 Carroll Ave., Chicago, U. S. A 





-4~" Can Opener 
IT’S A WINNER! 


Another Vaughan Hit! A 
little giant can opener 
that cuts the top out of 
all sizes and shapes of 
cans with ease and saves 
the juices. A geared 
roller can opener at a 
startling low price. Check 
this new Kleen Kut Can 
Opener with any can 
opener on the market re- 
gardless of size or price 
—compare it on features 
—add to this the Vaughan 
reputation for quality in 
kitchen tools and you'll 
say that here’s a can 
opener that enables you 
to outsell all competition. 


1. Cuts top out clean, leaving a safety 


TRACE A 
CAN OPENER 3. Opens all cans, large or _ small, 
6. Excellently a Darts polished. "and 


. The smallest, — and most Gorablo can 


A wonderful kitchen tool and sure-profitable-seller. 
Genuine tool steel Free sample and prices sent on request to rated 
firms. 


sir gctsen mate Vaughan Novelty Mfg. Co. 














4 EDLUND 
EGG BEATER 


Made by the Manufacturers of 
EDLUND CAN OPENERS 


Easy to operate— 
smooth running—beats 
freely. Unusually 
strong—precision 
made —a_ guaranteed 
product. A quality item 
at a popular price. At- 
tractively made and 
packed for quick re- 
sale. 
Write for 
prices and samples 





Other lines include the famous 


EDLUND ‘sst® CAN OPENERS 
EDLUND JUNIOR 3 "°UgeHoto 


EDLUND COMPANY 


BURLINGTON, VERMONT 











Ten Ways to Help Your Cutlery Trade 
(Continued from page 98) 


the art of wood carving in his community by showing 
examples of fine work in his window. These displays 
are productive of the desire to imitate, as well as form- 
ing the basis for a good display of cutlery and other 
items. 

A New York City store places a man who knows 
cutlery well in charge of the cutlery department. Full 
use is made of all dealers’ helps supplied by manufac- 
turers, both for window and interior displays, and in 
connection with the company’s direct mail advertising. 
The “extra sale” idea is also used, as when a woman 
buys a pair of scissors the purchase of extra sizes for 
specific uses is suggested. 

In a Pennsylvania hardware store the man in charge 
of the cutlery department, when he sells a safety razor, 
endeavors to sell the customer an extra dozen blades 
and a sharpening device. When the man buys a straight 
razor he sells him a strop and a hone. Cup soap and 
shaving cream is part of the cutlery stock and is fea- 
tured with other shaving necessities. This cutlery man 
explains to the customer the best way to take care of 
the purchase, demonstrating the proper method of hon- 
ing and stropping, how to keep scissors clean and sharp, 
and so on. Plush lined boxes for gift cutlery are sold 
at 50 cents extra. 

A Kansas dealer finds that the average man is a pros- 
pect for an extra shaving outfit, for traveling, camping, 
etc. Several types of shaving outfits are put up for this 
purpose, and many will buy them if only the suggestion 
is made to them. The tip-off to sell a customer such an 
outfit comes from such purchases as guns, tents, ammu- 
nition or any items that indicate a hunting, fishing, camp- 
ing trip or other travel. 

The public loves to watch a demonstration or a test 
of almost anything. Realizing this, a San Francisco mer- 
chant arranges a window display at regular intervals, 
coincident with a display inside the store, showing stain- 
less steel knives in process of being tested. Some of the 
knives’are immersed in a glass or a test tube of vinegar, 
others being stuck into a lemon or an orange or an apple. 
Other knives are buried in mustard, some are covered 
with a solution of acid. A display of this kind, easy to 
arrange, is attractive, colorful, interesting and unusual. 
A man in a surgical apron stands beside the table watch- 
ing the knives, testing them and explaining the nature of 
stainless steel to curious customers. Results in sales in- 
variably follow these demonstrations. 

The use of open display tables increased sales of cut- 
lery for an Illinois hardware store. The table was lo- 
cated near the cash register in the center of the store. 
Only butcher knives, paring knives. and rustless steel 
fruit knives are shown on this open table. The location 
is good because each woman customer must pass by it 
in order to get to the housefurnishings department. 

Offering a complete service for those who shave, a 
prominent Brooklyn retailer carries in his cutlery de- 
partment a show case of shaving creams, talcum powders, 
toilet waters, shaving brushes, etc. He believes it is a 
step in the right direction to make men conscious of the 
fact that the hardware store is the right place to buy 
shaving supplies. 
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If there is one branch of cutlery 
that both men and women appreciate 
having the very finest of it is that of 
scissors and shears. 

Fitness for the particular kind of 
work, precision and continued sharp- 
ness of the cutting edge, and general 
impression of high quality have a 
most important bearing on the original 
sale, to say nothing of the customer’s 
future attitude toward the maker and 
toward the man he made his purchase 
from. 


Scissors and shears 
of every type, size and finish 


Most people who have had any ex- 
perience in either selling or using J. A. 
Henckels Twin Brand know 
that they are the finest in the world, 
with a wide range of type, size and 
finish to choose from. 

There is more satisfaction in buy- 


shears 


ing, and more profit in selling, the 
finest. Neither you nor your best cus- 
tomers are satisfied with less. 


J. A. Henckels, Inc. New York 





-A.FENCKELS 


fine cutlery since 1731 
TWIN BRAND 


TWIN WORKS SOLINGEN 
@©oeeeeeee&#ete#ee#eeeeee e 


World famous for 














Never-Stain Assortments 
in New and Different Colors 








Always in Demand 


OSTER Clippers render satisfactory service 
and stay in service. 

Every OSTER Clipper has the name OSTIER 
on the handle. It is your guarantee of satisfac- 
tion—the mark of an OSTER Quality Clipper. 





OSTER recommends the sale of spiral spring 
; : : clippers. They have a greater demand and guar- 
Stainless Steel Blades securely riveted into ae esitlatertiines os = 
Colorful Handles imprinted “Never-Stain” in 
Gold. 

No. 100—Gay Handles in the latest shades of Ivory, 
Blue, and Green. 

No. 200—Conservative Handles of Black and White in 
striking contrast. 

Order Thru Your Jobber 


THE ONTARIO KNIFE COMPANY 
Franklinville, N. Y. 


3efore you stock up on Clippers, get the 
OSTER proposition on the five spiral spring 
clippers or on the six torsion spring clippers. 


You save money and earn greater profits. 


JOHN OSTER MANUFACTURING CO. 
RACINE, WISCONSIN 
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The First—and Still the Best 
and Best-Selling 


The GEM Counter Salesman Saves Your Time 


It carries the stock 
and sells it, too. 
Our national ad- 
vertising has put 
Gem Nail Clippers 
in the class of 
“Reminder Sales.” 
Your customers 
read our ads, the 
Gem Counter 
Salesman reminds 
them to buy. 
These are among 
the extra sales that 
reduce your over-' 
head. 


Every Gem is 
wrapped in trans- 
parent du _ Pont 
Cellophane. 


Ask your jobber 
for them 


























Gem 


THE H. C. COOK CO., Ansonia, Conn. 

















Curiosity 


Creates Customers 


GOOD window display is the 

best cutlery salesman you can 

engage. No man can resist 
the glitter of a well-arranged knife 
assortment; it stops him every time. 
Once his interest is aroused it’s an 
easy step to a profitable sale; profit- 
able not only in the gain from that 
one sale, but in the building up of 
good-will for continued business. 


The merest novice of a window- 
trimmer can qualify with the best 
by taking advantage of the display 
ideas in Hardware Age. 























| 











Modernistic Self-Shaving Shop 
on Atlantic City Boardwalk 


ISITORS to Atlantic City, N. J., are invited to 
visit the novel and modernistic self-shaving shop 
recently established by the American Safety Razor Corp 
Directly on the Boardwalk, this novel shop urges the 
visitor “to step into one of the self-shaving booths and 
allow his face to be the sole judge of a good shave.” 








These shaving booths are very modern. Théy are done 
in rich black and silver, designed to the latest dictates of 
the daring, the different and the de luxe. Each booth is 
not 
only are there all the “makings” in the way of razor, 
blade and cream, but there are hot and cold running 
water, lotion, towels, in fact everything the well-groomed 
face is using. The shaver is invited to try any kind of a 
test with the blades offered. 

In addition to the booths, this modernistic shop has 
a number of interesting exhibits, demonstrating the de- 
velopment of blades and brushes from the raw material 
to the finished product, as well as one very unusual dis- 
play showing the history of shaving instruments. 

The opening of the shop was the occasion of a formal 
reception attended by many dignitaries of Atlantic City. 
Mr. Hartnett, representing the mayor, welcomed Mr. 
Dammann, president of the American Safety Razor Cor- 
poration, and presented him with the key of the city. 

The shop itself has been completely decorated and 
furnished in the modern manner. The ceiling, which 
required four tons of frosted glass to build, has electric 
lights behind it, casting a soft yellow glow over the silver 
and black of the room. Showcases are set in the silver 
cloth covered walls, and hold all types of shaving equip- 
ment, including brushes priced up to $50. Comfortable 
chairs in the new vogue invite the visitor to tarry a 





while. 

A young man with a young woman assistant presides 
over the shop, maintaining open house, and providing a 
virtual clearing house for shaving problems. The pub- 
lic is invited to inspect the shop and its contents without 
obligation. 
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Seymoue Smitx 





LOPPING== 


SHEARS 


A COMPLETE LINE OF EACH 
IT IS NOW TIME TO STOCK 
UP ON THIS ATTRACTIVE, 

PROFITABLE LINE— 









Send for Circulars and Prices 


SEYMOUR SMITH & SON, INC. 
OAKVILLE, CONN., U. S. A. 


Sales Representatives: 


John H. Graham & Co., Inc. — 113 Chambers St., New York 








For 80 Years — The Standard of Excellence the World Over 


SLOYD 





“KNIVES KNIVES 













» Sloyd Knite 


rs a lili aay caer SE. g hi niabatditlad 
At least 16 different operations are necessary to make this—and every 
R. MURPHY Knife. This guarantees workmanship of outstanding char- 
acter. YOUR trade will appreciate this value. Stock up—and keep your 
stock up! Know the complete R. MURPHY line—and prices on which 
YOU can profit—by writing for our catalog. 


R. MURPHY’S SONS CO., Ayer, Massachusetts 


Est. 1850 














. 
Red Devil 
means Glass | 
Insurance Cis | 


0 
e 
Original type turret head cutter. Six 
enuine Red Devil wheels. Nickeled 

and popular mahogony finished wood handle 
of shape preferred by Glaziers. 


| 
| 
LANDON P. SMITH,INC. | 
| 






1165 SPRINGFIELD AVENUE, IRVINGTON,N.). 


Marathon 


DOUBLE-EDGED 


Razor Blades 


Help the hard- 
ware merchant 
in building that 
priceless asset 


GOOD WILL. 


So sharp, so 

durable, so easy- 

gliding! Every 

MARATHON 

Swedish steel blade 

is a business builder 

and friend-maker for your 

store. Packed in conveni- 

20 packages of ) ent units, easy to se availa 

5’s, or 10 of 10’s and highly PROFITABLE in 

= package cello- a field not too well known for 

bes "; hae oes ae profits. Be sure to capitalize the 

ton that lures the cus merchandising advantages this great 
tomer clear across the store! blade offers you! 


Write or wire for samples and prices 
MARATHON RaAzor BLADE CoMPANY, INC. 
121 Coit Street Irvington, N. J. 











CHRADE )AFETY 
Push Button Knife 


», No Breakingg 
Ne a pe 


Brad 
rat , 


®<x__ Safety 
4 *\— Lock 


\ 





Push the button and the blade opens auto- 
matically. Safety slide locks the button with the blad 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


TRADE FVERLASTINGLY SHARP MARIB 


Manufactured exclusively by 


SCHRADE CUTLERY CO. Walden, N. Y. 


Also manufacturers of a complete line 
of Schrade regular type pocket knives. 


Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 
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Mlayaoles satisfy | 





them all. ,. carpen- 


ters, machinists. 
and mechanics know 
that there aren’t 
any finer, better 
balanced hammers 


made; or ones that 


give them as much 





value for their 
money. 


More than 85 years of honest American 

quality have built up a demand for May- 

dole Hammers that is of real value to 

you. Don’t let your stock get low, your 

jobber can supply you with the styles 
and weights you need. 


Write us for counter cards and a free 
supply of Pocket Handbooks 23“C” 


waa 


aie 


The David Maydole Hammer Co. Norwich NY. 


GEnce, 1843 























Brady Bros. Cultivate Contractors 
y 


(Continued from page 66) 


admire excellence in any field this 
job, if it came to their attention, 
would offer proof positive that 
Brady Bros. know their business. 

Blue-prints have no terrors for 
“Bill” Brady or “Charlie” Godfrey, 
who has been with the establish- 
ment about twenty-five years. They 
speak the language of the contractor 
and the architect. They make the 
problems of the architect and the 
contractor their own problems. And 
right next to that statement comes 
the big secret: 

Brady Bros. like to worry. 

It’s a fact. If they were not ef- 
fective worriers, the Brady hard- 
ware volume would necessarily be 
a good deal less than the two fat 
figures between which it swings 
rather steadily from year to year— 
$110,000 and $120,000. MHere’s a 


| true story that may clarify the fore- 
| going hypothesis: 


Some years ago “Bill” Brady at- 
tended a district meeting of dealers. 
Intended to be a constructive con- 
ference of merchants, it began to 
develop into a first-class grievance 
exchange. Complaints were swapped 


with melancholy enthusiasm. 
Troubles flew thick and fast. 
Tribulations were aired. Gloom 


bossed the meeting. 

One dealer said he would like to 
get rid of this department; too 
much trouble, too much worry. An- 
other admitted he would like to 
sidetrack that department ; too much 
trouble, too much worry. A third 
confessed out loud that he would 
like to throw out some other de- 
partment; too much trouble, too 
much worry. 

Not all, of course, were talking 
in that vein. Some were listening 
with both ears, “Bill” Brady among 
them. And “Bill” grinned as he 
listened. The harassed chairman, 
trying his best to steer the meeting 
into’a more cheerful channel, saw 
the Brady grin. The chairman 
brightened. “Bill,” he sang out, 

“what’s tickling you so much?” 

W. J. Brady, not greatly given 
to speeches, responded with a speech 
something like this: “From what I 
can gather, a lot of dealers here 
would feel happier if they didn’t 
have any hardware troubles. I don’t 
look at things that way. In our 


store we try to thrive on troubles. 

“It’s hard to get much of a profit 
out of an easy job. When we worry 
about a department it’s a kind of 
a sign that we’re getting somewhere. 
When a customer puts a problem 
up to us, we expect to scratch our 
heads a little before we solve it. 
Every solution, of course, means a 
sale. 

“The hardware business is not an 
easy business. In every one of our 
departments there is always some 
trouble that makes us worry. But 
we keep right on worrying and 
make each department pay in one 
way or another. Let’s be thankful 
for our troubles.” ; 

Much of this sort of business 
philosophy is back of the Brady 
builders’ hardware department. 
Harry Brady says: “To take care 
of current orders we carry a fair 
stock all around the year. The pub- 
lic and semi-public buildings, of 
course, require special attention. 
On such jobs we have to call in a 
factory representative. 

“Yes, the lumber yards have 
given us plenty of competition, 
particularly on the less expensive 
trims. We try to cultivate the con- 
tractors, and many of them deal 
with us right along. When the yard 
men sells a fifteen-hundred-dollar 
bill of lumber for a house, it usu- 
ally calls.for about a hundred and 
fifty dollars’ worth of builders’ 
hardware. 

“For the latter he doesn’t get 
much more than cost. That is hard 
competition, of course. But when 
it comes to a quality job, we have 
smoother sailing. Regularly we re- 
ceive a schedule of building permits 
issued in our territory, and we 
follow such information through. 
Often it leads to a worth-while sale 
of builders’ hardware. 

“We are more or less constantly 
in touch with a dozen or fifteen 
local contractors, most of whom are 
fairly steady customers. For any 
ordinary job they can make their 
selection right here in the store from 
our three-thousand-dollar stock of 
builders’ hardware. This depart- 
ment has its troubles, of course, but 
if we got rid of all our worries we 
wouldn’t have much hardware busi- 
ness left.” 
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San Francisco Was Scene of California 
Convention 


(Continued from page 52) 


with Mr. Green, promised to adjust 
the prices on their merchandise to 
come up to the level of the indepen- 
dent stores in the town. 

Hobart R. Beatty talked on “Busi- 
ness, Stock and Unit Control” at the 
Wednesday morning session. “Up 
until six or eight years ago,” Mr. 
Beatty said, “the question of making 
a profit didn’t seem to be a problem 
in our store. We were always as- 
sured of a profit at the end of the 
year. But then the profits seemed to 
be dwindling.” 

It was necessary then that they 
start to plan how much business had 
to be done on the fixed expense in 
order to make a profit—five cents on 
the dollar, in Mr. Beatty’s own case. 
If it was found that the sales figure 
was higher than could be reasonably 
expected, it was necessary to go back 
and cut expenses to keep within the 
limit. After that was determined, the 
next step was to plan the monthly 
sales and the monthly purchases. With 
these as a guide, your actual sales and 
purchases month by month could be 
regulated most satisfactorily. 

He showed how stock control in- 
dicated to them the good sellers and 
slow sellers in particular lines and 
often made evident the necessity of 
carrying a secondary line when only 
a high priced quality line had been 
stocked before. 

L. S. Quinan, of Sacramento, active 
in the implement fraternity, intro- 
duced to the assembly Professor Ben 
Moses of the University of California, 
who told of the farmer’s business 
viewpoint and how the dealer of farm 
implements occupies a prominent po- 
sition in relation to the farmer by 
selling him the kind of implements 
that he can use profitably on his farm. 

The hall was packed with the larg- 
est crowd of the convention on Wed- 
nesday afternoon to hear George H. 
I“berhard, president of the George H. 
Iberhard Co., of San Francisco, talk 
on “Problems of 1930.” 

He suggested as the slogan for the 
year, “Laugh at yourself daily and be 
sensible in 1930.” In his estimation, 
he said, the one thing that had a brac- 
ing effect on this year’s business to 
stem the tide of pessimism was the 
calling together of the big business 
and industrial heads by President 
lloover at the close of 1929. 

“The chain store as a factor is not 
great against a sensibly managed op- 
erating retail unit. The large unit 


does possess advantages and it would 
pay for the independent dealer to see 
what they are doing and try to see if 
their good points can be worked in 
his own business,’ Mr. Eberhard said. 
He doubted if any retailer would ex- 
change his present position for that 
of a job as chain store manager or 
would be satisfied with that 
store’s income or profits. 

A lively discussion followed Mr. 
I:berhard’s address on the subject of 
special discounts to carpenters, paint- 
ers and contractors. 

The evening meeting of the San 


l‘rancisco Hardware and Housewares | 


Association was held Wednesday. L. 
H. Marks, of Chas. Brown & Sons, 
of San Francisco, gave an interesting 
talk before the assembly on the ac- 
tivities of the local chamber of com- 
merce. 

“Store Arrangement and Fixtures” 
was presented to the Thursday morn- 
ing audience by Mr. Beatty in a prac- 
tical, interesting talk. He emphasized 
the importance of properly arranged 


stores and how good arrangement 
facilitated the sale of merchandise. 


He said that it would be a good idea 
for every dealer to cultivate every 


source of information—to get ac- 
quainted with managers of chain 


stores in their town and to visit other 
hardware stores in their own locality 
and throughout their State. 

Practical time-saving helps pre- 
sented by several dealers featured 
the opening of the concluding session 
on Thursday afternoon. Mr. Ross 


one | 





| 
| 


| 


then gave a summary of the conven- | 


tion in brief. This was followed by 
another interesting discussion by the 
members on the question of the sale 
of pumps direct from manufacturer 
to farmer groups and how such com- 
petition might be overcome. 

The sale of farm implements was 
again brought up before the meeting 
in a discussion in which Harry Crowe 
of Tulare pointed out that it was more 
important for each dealer to be sure 
of protected territory on the line he 
sells than to be concerned about the 
competition from dealers. 

As the convention closed, President 
Barcroft turned the gavel over to his 
newly-elected successor, Frank G. 
Bremer, of Yuba City. Other officers 
chosen were: Wilbur Green of Wat- 
sonville, first vice-president, and 
Harry Nichols of Chico, second vice- 
president. San Francisco was named 
as the convention city in 1931. 





Bakatax display cartons and 





individual boxes are mod- 





ernly designed and attrac- 
tively printed. With their 
bright color scheme of black, 
white and green, they have 


a real sales appeal. 


This new line of tacks offers many 
unusual advantages which put them 
in the profit-making class. Write for 
free sample, and give your jobber’s 
name. Geo. Baker & Sons, Inc., 
Brockton, Mass. 


BAKATAX 








Now 


More Than 
Ever Before 


it is essential that you 
study your Market Re- 
port carefully and con- 
sistently. Every im- 
portant price change in 
the trade is recorded in 
these columns weekly. 


The MARKET  RE- 
PORTS as found in 
HARDWARE AGE are 
the most authentic pub- 
lished. 


Use them as a buying 
guide. 
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SORTING 
WRAPPING— 


Should Be Done On a 





Pat’d and Pats. 
Pending 


**HALLOWELL” 


STEEL TABLE 


If you do any Sorting, Inspecting, 
Wrapping, Packing, be sure to look at 
the picture and get an eye-full of that 
one piece top of steel that never becomes 
soggy, smelly, unsanitary, never cracks, 
never splinters—but, on the contrary, gets 
smoother and more serviceable with age. 
And besides, the “HALLOWELL” is 
rugged, rigid and inexpensive. 


1368 standard sizes and combinations of 
“HALLOWELL” Steel Benches and Tables 


are carried in stock—therefore no waiting. 


Don’t Procrastinate—Write for 


Bulletin 386 Today 





STANDARD PRESSED STEEL CO. 








BRANCHES 
NEW YORK 
SAN FRANCISCO 
ST.LOUIS 


BRANCHES 
BOSTON 
CHICAGO 
DETROIT 


JENKINTOWN, PENNA. 
BOX 535 


cr | ; 
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A Hardware Store In Holland 


(Continued from page 94) 


They also have electric reducing belts, for the dainty 
Dutch maiden is just as considerate of her waistline as 
her American sister. 

Dake & Zoon do not carry very many of these elec- 
trical conveniences, although they have both men and 
women salespeople to demonstrate them. They told me 
that they did not sell well enough to make it profitable. 

One thing, however, which did have big sales, was 
an oddly shaped rubber kneeling pad. By this you must 
not imagine that this is an unusually religious country, 
but is instead a spotlessly clean one. Everywhere we saw 
rosy-cheeked maidens on their knees ceaselessly scrub- 
bing, and in the provinces where the wooden shoes are 
the custom they keep the floors so clean that one re- 
moves his shoes before entering the home, leaves them 
on the doorstep and walks in with his feet clad in his 
heavy woolen hose. 

Another thing we noticed that should be of interest to 
sellers of builders’ hardware and that was the double 
doors and windows, by which we mean that the windows 
had two windows, with six or eight inches of space be- 
tween, and the doors had two doors, an outer and an inner 
door, even the doors leading from our hotel rooms into 
the corridor. The builders’ hardware man should get 
rich selling knobs and locks and bells in a country where 
there is such a multitude of doors and windows. 

Refrigerators to be left on the back porch or anywhere 
outside are made with a padlock and key in order to keep 
the contents safe. Mr. P. D. Bodeker, who showed me 
all over the store, spoke English which was far ahead of 
my Dutch, but my curiosity about this interesting store 
was so great that we both referred occasionally to the 
Dutch-English dictionary, in the hands of one of the 
young saleswomen who followed us about, impelled both 
by interest in the “foreigners” and by a desire to pick 
up a few words of English. Mr. Bodeker explained the 
uses of many odd pieces of household equipment and as- 
sisted me in selecting numerous quaint reminders of this 
beautiful country, which I brought back with me to 
America. 

He told me that this well-known store was established 
in Amsterdam in 1826, and that it has recently had a 
big celebration in honor of having passed the century 
mark. He further said that it had been operated for 
three generations by members of the same family. 

While I have seen hardware and housefurnishings 
stores in America which might be considered superior to 
Dake & Zoon’s in the matter of display and fine window 
trims, I know that there are a great many stores on this 
side of the water which would find it very profitable to 
follow the example of neatness and cleanliness set by our 
Dutch cousins. 

I was particularly struck with the idea of a hardware 
store carrying a wide range of novelty houseware items. 
Their tendency is to attract the women and popularize 
the hardware and housefurnishings stores with the 
women, for women, whether they wear their hair in 
flaxen braids or boyish bobs, are always looking for the 
things which will make their homes more home-like and 
their housework more efficient. 
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THE DEALER’S DELIGHT—Fast Moving Stock 


























V o| 
TOVol] ell, 
REG. IN U. & PAT. OFFICE 


Kills Rust—As It Cleans and Polishes 


Stovoil unlocks the secret of success for the retail dealer—that fast turn- 
ing stocks carry the real profits of his business—clean, quick, sure. 


Stovoil kills rust as it cleans and polishes, and has so many uses that all 

















homes, stores, shops and factories may be made steady customers. 

Just get them started. Stovoil is its own best salesman. Send for a sample 

bottle and circulars. INAWINK 
Manufactured and Guaranteed only by one = — 

SuPERIOR Laporatorigs, Dept. 302 | Grand Rapids, Mich. —amel__ and. Metallic 





General Sales Corp., Exclusive Pacific Coast Distributors effective, rapid and 
economical polish of 


718 Mission St., San Francisco, Calif. its kind on the mar- 
350 E. First St., Los Angeles, Calif. 303 First Ave., South, Seattle, Wash. ket. 























Babcock 


TRADE MARK 
AIR DRIED STOCK 
HAND SPLIT, HAND SHAVED RUNGS 
POSITIVELY STRAIGHT GRAINED 
AUTOMATIC SPRING LOCKS. 


WRITE FOR LATEST PRICES 


W. W. Babcock Co., Bath, N. Y. 




















Single Ladder 
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Extension 
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Safety Close Top Fruit 


Common Fruit Single 


Extension 





Victor 
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HOTEL SERVICE BE DIFFERENT? 











..- just register once 
at THE NEW YORKER 


... you will see 


ERE is not just the largest hotel in 
the world’s largest city...here is a 
new and quite novel idea in hotel manage- 
ment...a friendly hospitality, refreshingly 
old fashioned in spirit, strikingly modern 
in manner... The New Yorker idea of “in- 
dividualized service” is creating a new and 
pleasant phase in contemporary hotel living. 
s s s 
THE NEW YORKER has 2500 rooms...every one 
with radio, tub and shower bath, Servidor, circulat- 
ing ice-water ... four popular-priced restaurants... 
Bernie Cummins’ Orchestra (Exclusive Victor Record 
Artists) ...floor secretaries...located with immediate 
access to theatres, shops and business .. . direct tunnel 
connection to Pennsylvania Station...B. & O. Motor 
Coach connection. ..room rates $3.50 aday and up- 
ward. 85% of the rooms are $5 or less. Suites $11 
a day and upward. 


THE 


NEW YORKER 


34th Street at 8th Avenue, New York City 


RALPH HITZ, Managing Director 
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Thats the Rule 1 want 
The, FARRAND RAPID RULE 


The Original Rigid-Flexible-Concave Rule 
Distributed Through Wholesalers 


Manufactured by 
HIRAM A. FARRAND, Inc., Berlin, N. H. 
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EXTRAORDINARY 
ZA SALES APPEAL 







Fairmount No. 555 
Wrench Set with Holder 


Order by Number from Your Jobber 


From a sales standpoint a wrench set is no better 
than its holder, for the holder in most cases is the 
thing which makes the sale. 

The new Fairmount No. 555 Wrench Set is incased 
in the most attractive and handiest holder yet devised. 
It appeals instantly to those who see it displayed be- 
cause it is readily recognized as possessing out-of-the- 
ordinary utility. 

Order a stock now and see for yourself how this 
— package will increase your wrench sales and 
profits. 


[FAIRIWOUNT. 
role) & co. 


AIRMOUNT TOOLS GIVE SERVICE ANDO a 7 














There's Always a 
READY MARKET 


for 
HOUSE FURNISHINGS 


Housefurnishings judi- 
ciously merchandised 
carry a neat profit. This 
steady income acts as a bal- 
ance for seasonable items. 
Furthermore, Housefur- 
nishings play a large part 
in inducing women to pat- 
ronize the neighborhood 
hardware store instead of 
department stores. 


Read the editorial and 
advertising pages of Hard- 
ware Age and keep posted 
on this line. 


Hardware Age 


239 W. 39th St N. Y.C. 
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-~its a Dietz ! 
HE world-wide popularity of Dietz Lan- 
terns rests on a substantial foundation of 


dependable quality—up-to-date construction— 
and always fair price. 


This universal approval of Dietz Lanterns 
makes them the easiest selling and most profit- 
able lanterns to handle. 


“Little Wizard,” the Dietz Lantern illustrated, 
is the most popular seller in small lanterns of 
Cold Blast type—the LITTLE lanterns with 
the BIG light. No retail lantern stock is com- 
plete without Little Wizards. 


{R. E. DIETZ COMPANY 
NEW YORK 


Largest Makers of Lanterns in the World—founded 1840 
Output Distributed Through the Jobbing Trade Only 


DIETZ‘ 
LANTERNS 
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Risisdeli 


All you need to do is to show a few Blaisdell 
pencils, where your customers see them—on 
counter, or in show case—and you will keep 
sales 


making Blaisdell 
goods. 


along with other 


h 
1A 


boa 
E24 





Blaisdell 


Stock Marking Pencil 
















writes on polished surfaces— 
tin, glass, enamel, etc. Just 


what you need for yourself 





and can sell to many lines of 
trade. 


Fuels 


“ene, 





Blaisdell 
Builders No. 660 
the famous number that car- 
penters and builders ask for. 


Reliable for rapid marking; 
red to catch the eye. 







Blaisdell 


Lumber Crayons 









for lumber yards,’ steel 
mills, railroad workers, 
and _ other 





‘ surveyors 
; customers of yours. 
M: 


Waterproof and 
weatherproof; made in 
seven distinctive colors 


that do not fade. 





Order 
From 
Your 


Jobber 
PENCIL COMPANY 


blaisoel PHILADELPHIA USA. 


Awarded Gold medal Sesqui-Centennial 1926 
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28 Warren St. 
New York 


THE JAMES SWAN COMPANY, Seymour, Conn. 





Manufacturers of all kinds of BITS, CHISELS, DRAW KNIVES, GOUGES, 
GIMLETS, AUGERS, NAIL SETS, SCREW DRIVERS, COUNTER SINKS, 
BORING MACHINES AND EXPANSIVE BITS 


ters’ Tools bearing the Trade Mark which stands for quality 


Buy only 





Awarded Medal of Honor on Mechanics Tools at Panama-Pacific Exposition. 














HOUZEX PUSH PINS 


Beautiful Glass Heads 





Large—3 to Card 


Heads are 34 inch across top. 
Pin—overall— % inches long. 





Medium—4 to Card 


Heads are 5% inch across top. 
Pins—overall— *4 inches long. 





Small—6 to Card 


Heads are *% inch across top. 
Pins—overall— %{ inches long. 


in 4 delicate 
shades— 
sharp steel points 


Brand new—made by 
Houze—Glass headed push 
pins in these four attrac- 
tive colors, La_ Rink, 
Rose, Co-Blue, Chro- 
Green and Glo-Amber. 
All strikingly decorated 
with inlaid gold design. 
They sell on sight when 
offered in our eye-com- 


pelling 


Counter Display 
Assortment A—48 _ 10- 
cent cards—sixteen cards 
of each size. Three sizes 
of each of four different 
colors. Size of display 
carton is 12"x814"x134". 
Retail value $4.80; Price 
to you $3.00. 


Write for samples. 


L. J. Houze 


Convex Glass Co. 
POINT MARION, PA. 


Glass Specialties of Merit 
New York: 110 W. 40th St. 
Chicago: 536 S. Clark St. 














bea 


USE THIS $15,000,000 PLANT TO MAKE 
PROFIT FOR YOUR STORE 


Ina plant covering more than 
seventeen acres, the originators 
and world’s largest manufactu- 
rers of Bottle Caps are turning 
out millions of gross of Caps in 
sealed, sanitary packages espe- 
cially for your 
trade. Stores 
everywhere 
c are finding 
” a C.C. &S. Bot- 
PYRAMID BRAND tle Caps an 
The *‘Cushion Seal easily handled, 
on quick- moving 
item that brings steady, profitable 
sales. 


Béfore buying elsewhere, be sure 


and write or wire for our latest 
quotations. You can’t afford to ‘HOME USE” BRAND 


overlook the Crown Cork & Seal The Standard Quality 
proposition on Bottle Caps. Cap 


CROWN CORK & SEAL CO., Baltimore, Md. 


The World’s Largest Bottle Cap Makers 




















Mathias 


Pliers, Tackles, Belts, Climbers, 
Safety Straps, Tool Bags, Lag 


Wrenches, Sleeve Twisters, 


Wire Grips, Tree Trimmers 





KLEIN 










& Sons 





SINCE 1857 
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| STERS Divot Bearing 
| FAULTLESS CASTER COMPANY 


EVANSVILLE. INDIANA. 


Canadian Factory: Stratford, Ontario 


























Big-Boy Feeder 


MOE’S LINE— 


Here is our “Big Boy.” A great feeder for pullets and 
full grown birds. Holds 75 lbs. of dry mash, has 34 
feeder holes of the correct size, shape, and location to 
prevent waste of feed. A time and labor saver. 











This is just one of the many practical and popular 


items in Moe’s Big Line of Poultry Equipment. 
i WOQD SCREWS 


Thousands of Hardware Dealers are selling Moe’s Line 


with satisfaction and profit. Make Moe’s Line ~Your Rivets Roofing Nails Scratch Brush Wire 

line. 
Ce ee ee THE BRIDGEPORT SCREW CO 

Bridgeport, Conn., U. S. A. 


OEFT & COMPANY aipicemnnatine 


George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 


2305 Davis St. North Chicago, Ill. G. M. Baird & Co., Memphis, Tenn. 


QURA SALES—QUALITY GOODS 
"aa [UFKIN TAPES and RULES 


Steel Tapes for every purpose and purse. 
Woven Tapes in all the popular patterns. 
Folding Wood, Steel, and Aluminum Rules. 
Your Jobber Stocks Them to Insure Quick Delivery 


THE [UFKIN feULE C0. 


May We Send 
You Catalog Windsor, Can. SAGINAW, MICH. New York City 
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Ost 
Farmers 


have many tools that 
need frequent sharpen- 
ing and the Harvest 
King (power grind- 
stone) appeals to them 
because it is strongly 
constructed, has a stone 
with wonderful cutting 
grit, and is sold at a 
popular price. 


“Cleveland” Grindstones 


may be had in many other models for farm, shop 
and home use, each backed by 85 years of experience 
and reputation for quality and performance. 





They sell on merit. Send for Catalog and Prices. 


The Cleveland Quarries Co. 
Cleveland, Ohio 
283 FRONT STREET, NEW YORK 


Lombard & Co., Inc., Boston, Mass. 
New England Agency 
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Marbelite 
NUMBERS 
LETTERS 
SIGNS 


Marbelite letters, numbers and signs are made 
of a special composition. ‘They are extremely 
durable—will not crack, chip, rust, fade or 
tarnish. Cleaned with a damp cloth—they are 
always bright and lustrous. 


Marbelite letters and signs are extremely 
desirable for every purpose. They are easily 
applied and inexpensive. 


; Staielite Ase se 

i). her 2” 

4 lat | HOUSE numbers eit 2 
belite NUMBERS or 


—packed 
in attractive coun- 
ter display—quick 
profits for you — 
order at once—or 
write for catalog 
and price list. 
Standard Dis- 
counts. 


Jobbers — get our 
new catalog pages. 
Territory open for 
salesmen and_ren- 
resentatives. Write. 


YhePRarbelite Co. 


WALLINGFORD, CONN. 








aes TO WAS oy pie 
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The Problem of Back Orders 


| (Continued from page 64) 


notify, “jobber can’t furnish.” This is indeed discour- 
| aging. 

| The customer who does not understand the situation 
is oftentimes lost by incidents of this nature. To the 
wholesaler this would represent only a small loss, but 
it may mean_a considerable loss in anticipated profits 
to the dealer as a result of losing customers. 

Examples of the various forms used by the whole- 
saler in advising the dealer of items omitted from his 
order are shown to substantiate the statements made 
herein. It is noted that one form states that the items 
as listed are temporarily out, while another refers to 
information on the reverse side, indicated by the letter C. 
This states that it was necessary to enter as a factory 
shipment. Still another states that two items of the 
order were not in stock, but it is expected that shipment 
can be made in about thirty days. When may the 
dealer expect shipment of either of the last-mentioned 
back orders? He has no definite information, and, con- 
sequently, is at a loss to know just when this merchan- 
dise will arrive. 

The hardware dealer is not in a position to remedy, 
nor is he aware of the conditions that result in pro- 
ducing this undesirable situation, but inasmuch as he 
is compelled to continually face the problem, it seems 
only proper that his suggestions receive the attention 
rightfully due them. 

In the interest of protecting the dealer, and avoiding 
circumstances of this nature, it is of vital importance 
that wholesalers increasé their efforts toward keeping 
their stocks complete. Just as a retailer retains the 
good-will of his customers by having available merchan- 
dise, it is as important that the wholesaler make further 
efforts to stock and promptly ship all orders complete. 

In the opinion of the merchant, the traveling repre- 
sentative should have more definite information regard- 
ing steck that his company is unable to furnish on 
receipt of orders. Frequent detailed reports would aid 
the salesman in accepting orders for immediate ship- 
ment, for reason of the fact that he would be in a posi- 
tion to know if all the items on his order were available. 
Cooperation with the retailer is essential for profitable 
business relations and constitutes one of the necessary 
factors in establishing confidence between the whole- 
saler-jobber and retailer. 

In conclusion, it stands to reason that efforts made in 
the direction of protecting the dealer would also benefit 
the wholesaler and jobber, and it is sincerely hoped that 
these suggestions have merit for further consideration. 


Teacher: “What is ignorance, Tommy ?” 








Tommy: “Ignorance is when you don’t know any- 





thing and somebody finds it out.” 


“My wife will never go to bed before two o’clock in 
the morning—I can’t break her of the habit.” 

“What does she do all the time?” 

“Waits up for nie.” 
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Another Firm Finds Duluth Modernizing — 


HE layout of the modern hardware store ae 
attracts trade. The arrangement of the dis- They Buil 
play and the equipment inside attractively |. ieee . 
shows more merchandise and multiplies profitable | **““ a 
sales as compared with stores with old equipment. 
Duluth Merchandising Display assures a helpful 
sales stimulus for all hardware stores—from tables 
or single sales units to complete modernized stores. 


Let us tell you why! a 
isk for this book. 


let—it tells an in- 
DY TH teresting story. 
UL LUT 


DULUTH 
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Bommer 
Spring  & = Hinges 























ch veel [on 
| _ | 
are jo| [ss are 
the best | o the best 
Every dealer knows that 9 








quality is the safest custom 
builder. Using the best alloy 
steels, hand forging and tem- 


pering, we've built real qual- Ms Lis 

ity into SWW edge tools. ) | 10ns 
The SWW line is complete 

and includes many items oe 

which will afford you greater 

profits and quicker turnover. an wns 


Write for list. of People are Pushing 
The L. & I. J. White Co., Division 
econ Worden White Co. Them 


Main Office: Dayton, Ohio whenever they open a deor 
Follow the line of least resistance 


use BOMIMEC!H aways 


They are the best 
Bommer Spring Hinge Cc, Brooklyn, N. Y. 

















| THE 
| RAPE D- TURNOVER 
CLOTHESLINE 


Has much more selling power because it is 
obviously better quality. The line is super- 
strong, solid braided of 100% long staple 

cotton. It holds clothes pins without 

splitting them... cannot tear or chafe 
clothes. Little wonder it sells so fast. 
Write for details. 1 #4 #4 «4 #4 


SILVER LAKE COMPANY 
Newtonville, Massachusetts 


— 


————d 
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TINY TACKS CAN 
MAKE LARGE RESALES 


Even so small an item as a 
box of tacks can be filled with 
messages of good will. Atlas 
Tacks and Small Nails are 
sharp, clean-cut items that will 
bring your customers back for 
more. 

A complete line is always 
available in both quality and 
price range. Ask your jobber 
for them by name. 


ATLAS TACK 
CORPORATION 


FAIRHAVEN, MASS. . . . ST. LOUIS, MO. 
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HUNDREDS 
OF 
HARDWARE 
STORES 
Find Lawn 
Mower 
Sharpening 
Profitable 


with the 














“IDEAL” LAWN MOWER SHARPENER 


These stores have come to realize that many first-class 
lawn mowers they sell fail to give good satisfaction sim- 
ply because of improper sharpening. These dealers, 
by installing an IDEAL LAWN MOWER SHARPENER 
and sharpening the mowers themselves, render a much 
wanted service to their customers, and make liberal 
profits themselves. 





$1.50 to $2.00 PER MOWER—15 Minutes Work 


Any boy can operate the IDEAL. 
Slip the mower into the IDEAL 
without dismantling, make a 
few simple adjustments and in 
15 minutes the mower is per- 
fectly sharpened — every blade 
with a true keen edge. The 


usual charge, $1.50 to $2.50 per 
mower, is mostly profit. 


The IDEAL SHARPENER re- 
quires little space, operates off 
a light socket, and its first cost 
is extremely low. 


Write for prices and full information 
The Fate-Root-Heath Co., 901 Bell Street, Plymouth, Ohio 























STAR HEEL PLATES 


“PIONEER BRAND” 
They have stood the test for over 25 years, and have 
been and always will be superior to other brands. Why? 
Because they are made of the very best annealed malle- 
able iron and are larger and heavier than other brands. 


Send us your order today. 





No. 6 
No. 5 
No. 4 
They 
sell 
and No. 3 
sell 


STAR 
end a ¥. 
sell (SON No. 2 


P STAR 


OLDS No. 1 


No. 0 





These illustrations are % size. 


STAR HEEL PLATE CO. 
LOUIS SACKS, Inc. 
Newark, N. J. U. S. A. 





Toy ’Phones 


Just like the real thing. Make a dis- 
play. Children always reach for 
them. These are the leaders of all 
toy ’phones. Perfect workmanship. 
Attractive finish. Popular prices. 
Sell at all times. 


Write for Catalogs 


of toy ‘phones and many other bell 
toys that sell quickly. 


nein The N. N. Hill Brass Co. 


Nos. 340 & 350 Manufacturers of Bells and Toys 
33 Skinner St., East Hampton, Conn. 

















IWAN Post Hole Diggers 
Are Advertised to Help You 


They sell on merit. 


We do not make 
“private brands” for 
any Jobber, or 
compete with you 
by selling to Mail 
Order Houses. 
Your Jobber will 
supply you with 
genuine IWAN 
Tools. 





IWAN BROS., Mfrs. SOUTH BEND, IND. 
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~~(CHICAGO)— 
SPRING HINGES 


There is no other “Relax” 


The “Relax” leads all 
spring pivot hinges for 
quality, quietness and 
length of satisfactory 
service. 





cially desirable for Hos- 
pitalss Churches and 


e * Schools. It has been 

Rubber Chair Tips used with complete sat- 

o Relax Type go01_ isfaction on many of 

of six different styles and sixteen different sizes them throughout the 
in a neat showcase display box. They prevent world. 


injury to the floors and muffle noise without 
leaving a mark. 


Our Catalogue shows our complete line of 
rubber specialties with prices. Send for it. 


Hardware dealers will find “Relax” 
Spring Pivot Hinges popular among 
architects and contractors because of 
their proven quality and many desirable 
features. 


This hinge is espe- 


Send for Catalogue H-42 
ELASTIC TIP CO. 


icago Spring Hi . 
370 Atlantic Ave. Chicago Spring Hinge Company 


Boston CHICAGO NEW YORK 


U. S. A. 
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Easier to Sell 


to Stock to Ship 


HEN IN ROME— 
= s do—according to the old 
ndising methods wer 
of the horseless carriage— 
Stiff competition 
compel the hard- 
w methods if he 
Heller has helped 
the change and 
Why not write 

No obligation. 
your letterhead 


Do as the Roman 
saw. Old mercha 
right in the days a 
put they won't do your 
and new trends in selling 

erchant to adopt ne 
e any money. 

es to make 

usiness. | 
ow? 





The profit is very 
much worthwhile 
in handling the 
line of SKY- 
SCRAPER incin- 


erators. 


hopes to mak 
hundreds of stor 
build up 4 profitable b 
for the complete story ™ 


Just tear out this ad—pin to 


and mail. a 
MPA 

- ELLER & co ts 
fs oe Street, MONTPELIER, O 


High carbon steel 
and woven con- 
struction make 
SKYSCRAPERS 
last longer. They 
are shipped to 
you knocked 
down in individ- 
ual cartons. 


ee ae oe 3 hes : 


é 
a 
= 


HELLER 


ORE EQUIPMENT 


= 


BUSINESS BUILDING st 






— 
nok ae 


Homes, Stores 
Factories and 
Institutions 


sx! 


Ask your jobber or write to us 


SKYSCRAPER RUBBISH BURNER 
Distributed by 


EASTERN NAIL COMPANY 


170 Union Avenue, Providence, R. I. 


* 


Sa TE AT Bee SOE RS 


California Representatives 
PACIFIC SALES COMPANY 
718 Mission Street, San Francisco, Cal. 
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Guaranteed Unbreakable 


18 Inch and 24 Inch Sizes 


Display Lawncombs from now on at 
your store. Customers will buy 
when they get one in their hands. 
Best steel. Light weight. 
Costs little. 


Eastern Tool 
iokey \ & Mfg. Co. 
VASE Ge um Bloomfield, N. J. 








The 
JOBBERS 
Big Seller 


Leading Jobbers handle Rubyfluid Soldering 
Flux, because. Retailers who sell it never have 
cause for complaints. Repeats follow. 


Rubyfluid fluxes perfectly, saves solder, never 
corrodes, contains no poisonous fumes and may 
be had in % Pt. to 10 Gal. size cans. 


Send for free sample and discounts. 


RUBY CHEMICAL Co. 


68 McDowell Street, Columbus, Ohio 








YERS Cron 


MODERNIZE STORE METHODS 


Bs provide adequate storage ye for shelf stock—te 
it and clerks and stock men 
~“y pak with absolute safety—to "hae quick service for 
wholesale or retail trade—install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
Deep tread steps, full length hand grips. rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
tion and noise and produce a ladder of ample strenyth ™ 

























; safety, convenience and efficiency. One style only—neat of 
design—attractively finished—any height—easily installed — 

meets most requirements. Circular on request. 
© mEFEMYERS & BRO.Cco. 


ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 








A pair weighs only six sonnei? 


YELLOW JACKET 


ALUMINUM FOLDING SHOE TREES 


Eachtree when folded takes up only 2x 3x Sinchspaceina 
traveling bag. Quickly and easily adjustable to fit any size 
shoe. Made of aluminum, they do not absorb perspira- 
tion odors nor moisture from shoes that are 
damp. Hollow,open-bottom form allowsshoe 4 
soles to dry quickly. a 
They cannot chip or split, and are 
good for a lifetime of service. 

The modern ideain shoetrees. a 


Hardware dealers are 
invited to write for 
prices and details, 













PAUL & BEEKMAN 


MFG. CO. 
4250 Wissahickon Ave. 








Philadelphia, Pa. 















National Characters 


(Continued from page 45) 


Referee in certain claim cases. A very well-known, 
distinguished man here in New York gave me his card 
and asked me to go to this court, present his card, see 
Mr. Hughes, and give him a message. I went. When I 
arrived, Mr. Hughes was sitting on the bench, on a sort 
of throne, but he had one extra seat beside him. I gave 
the man at the door the card of the gentleman who sent 
me with the message, and also my card. The cards were 
delivered to Mr. Hughes. In some manner he must have 
mixed up the cards, because he sent word by the messen- 
ger for me to come to the bench, and when I arrived, he 
invited me to take a seat beside him. Then I saw the 
card of the other man was on his desk, and evidently he 
took me for this distinguished New Yorker. However, 
he did not call me by name, but asked me to sit and enjoy 
myself listening to the case being heard, and that just as 
soon as there was a recess, he would be glad to talk to 
me. So I sat in this high and mighty place, beside the 
future Chief Justice of the United States, and listened to 
the case, but afterwards I had to explain to Mr. Hughes 


| that I was not the man he thought I was. However, he 


was very pleasant about it. He has charming manners, 
and when those twenty-six Senators voted against his 
confirmation, I felt like going to Washington and making 
it a personal matter with them—not all together, but one 


at a time! 
I want to tell about national affairs, so while I am 


| writing about great men, I must tell you that I have just 


read a very unusual and interesting book from a Senator 
of the United States, Harry B. Hawes, the subject of 
which is “My Friend the Black Bass.” Since childhood, 
Senator Hawes from Missouri has been an ardent hunter 
and fisherman. He is the man gd recommended that 
every fisherman should carry a .22 rifle strapped to his 
back, and that every hunter should carry a fishing rod. 
I referred to this in one of my former articles, and after- 
wards I was interested to see that a-sporting goods manu- 
facturer selling both rifles and fishing tackle, had grabbed 
the idea and was advertising .22 rifles for fishermen. I 


| remember when Senator Hawes gave this pointer, he re- 


marked that one time when he was fishing, for some un- 
known reason the fish would not bite. Then, as he hap- 
pened to see seven turtles lined up on a dead log, he had 
great sport picking these turtles off, one at a time, with 
his .22 rifle. There are no dull times with Senator Hawes 


' when he takes a holiday. If he can’t shoot, he can fish, 


and if he can’t do either, he can tell a darn good story. 
His book is published by Frederick A. Stokes Company 
of New York, and if you are interested in fishing, it is 
well worth reading. 

* * 

I like to play with words. Sometimes a word catches 
my fancy, and then I use it in this way and that. A year 
or so ago I happened to pick up the word “meretricious.” 
My stenographer spelled it “meritricious,” and one of my 
friends who likes to catch me in mistakes wrote back, 
saying, incidentally, that the word “meretricious” was 
not spelled with an “i” but with an “e.” 

This led me to study the word. It is a very curious 
word. I had always supposed that it had something to 
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do with “merit,” but when I looked it up in my un- 
abridged dictionary, I found the word was taken from 
the Latin “meretrix,” and then I had a shock when | 
learned what “meretrix” meant. So time passed, as time 
has a habit of doing, and just last week I dictated an- 
other letter in which I used this word “meretricious.” 
My stenographer (another one) spelled it with an “i.” 
I called her attention to the fact that it was an “e.”” She 
declared I was wrong, that the word came from “merit.” 
Sensing a little fun, I asked her to look it up in the dic- 
tionary. She did, but she did not take the time or trouble 
to tell me what she found. If you wish to know the 
source of the word “meretrix,” look it up, but be careful 
not to discuss it with your stenographer. 


Coming Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
AND SOUTHERN HARDWARE JOBBERS’ ASSOCIATION JOINT 
CoNnVENTION, Galveston, Tex., April 7, 8, 9, 10, 11, 
1930. Charles F. Rockwell, sec.-treas., 342 Madison 
Ave., New York. 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Marion Hotel, Little Rock, May, 1930. Exact 
date to be decided later. L. P. Biggs, sec., 815 South- 
ern Trust Bldg., Little Rock. 


HarpDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Myrtle Beach, S. C., June 10, 11, 12, 1930. Arthur 
R. Craig, sec.-treas., 804-6 Commercial Bank Bldg., 


Charlotte, N. C. 


LouIsIANA RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Hotel Roosevelt, New Or- 
leans, June 9, 10, 11, 1930. Guy Nason, sec., Starkville, 
Miss. 


Minnesota Retait HarpwarE ASSOCIATION CON- 
VENTION, Feb. 17, 18, 19, 20, 1931; place of meeting to 
be announced later. Charles H. Casey, manager-treas., 
Nicollet at 24th Street, Minneapolis. 


MississippI Retait HARDWARE AND IMPLEMENT 
AssOocIATION CONVENTION, White House, Biloxi, June 
16, 17, 18, 1930. Guy Nason, sec., Starkville. 


NATIONAL RETAIL HARDWARE ASSOCIATION CON- 
GREss, St. Louis, Mo., June 24-28, 1930. Herbert P. 
Sheets, managing director, 130 E. Washington St., 
Indianapolis, Ind. Hotel Headquarters, Coronado Hotel. 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIA- 
TION CoNvENTION, April 8-10, 1930. Place to be an- 
nounced later. C. L. Thompson, sec., Canyon, Tex. 


SOUTHERN HARDWARE JOBBERS’ ASSOCIATION AND 
AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
Joint ConveNnTION, Galveston, Tex., April 7, 8, 9, 10, 
1930. Sidney St. J. Eshleman, sec., 704 New Orleans 
Bank Bldg., New Orleans, La. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, comprising the State asso- 
ciations of Alabama, Florida, Georgia and Tennessee, 
Atlanta, Ga., May 13, 14, 15, 1930. Walter Harlan, 
sec., 701 Grand Theater Bldg., Atlanta. 
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SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


rYa hiaeliertackderlitagiatepertastaetattyn 


“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 





PRENTISS VISES 
CHENEY NAILERS 
CHENEY HAMMERS 


Quality tools that build profitable 
business for you. 


Send for our latest catalogs—now. 


PRENTISS VISE CO. 
106-110 Lafayette St. New York 


y Vv. 
PPER LIGHTNING RODS 
&.G.Washburne & Co., 206 Fulton St., New York 


ea Se ve r 








Makes soder 
self-fluxing, adheres 

readily to the surface, 
and assures secure electri- 
cal and mechanical joints. 
Never corrodes work. 


Sizes: 2 0z., 4 oz., % lb., and 5 Ib. tins. 
Also 2 oz. tubes and in bulk sizes. Ap- 





proved by National Board of Under- 
writers. Keep stocked. Sold through 
Jobbers. Full sized can FREE. 


aa! 


is 6 
Wnuk SOoen seus rLuxiRO 
PiPF ing erinTOALLENPASY 


L. B. Allen Co., Inc. 


6732 Bryn Mawr Ave. Chicago, III. 
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Robertson “Horseshoe Magnet” Hammer 














THE HAMMER 
HOLDS 
THE TACK 











The best permanent magnet hammer on the market. 
A PRACTICAL AND SUPERIOR TACK HAMMHBR 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal 


Panama-Pacific Exposition 


Name and design trade marks registered U. 8. Pat. Of. 


ARTHUR R. ROBERTSON 


596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 


You Can “Go the Limit” on Talking 
Quality if You Sell 


IVER JOHNSON 


Bicycles, Velocipedes and Juniorcycles 
Send for Proposition C. 


Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass. 


New York Chicago Ogden, Utah 
151 Chambers Street 108 W. Lake Street 2327 Grant Ave. 


San Francisco * 
717 Market Street 





















the lawn. 





IN Profit Makers for Dealers 


The cultivator comes in three 
sizes, three and five prongs, long 
and short handles. 


“Out-U-Kum”— a new type of Weed Puller - ts 
that gets ROOTS and ALL without injuring Eee ee 


Sold thru the Hardware Jobbers 


Garden and 


Lawn Tools 















WRENCHES 


The Famous Two— 

Bemis & Call Adjustable “S” Nut Wrench 
Coes Genuine Knife-Handle Wrench 
Keep Them Stocked and They Will 

Help to Keep You Busy 


TRADE 


ba BEMIS & CALL CO. 
WAR SPRINGFIELD, MASS. 





















SPEED UP 

















Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH - PROUTY COMPANY 
DANVILLE, ILLINOIS 











Establishes Forsberg No. 61 rubber handle frame as the 
most practical hand saw on the market. This is only 
one in a group of Forsberg exclusive feature saws. 


Jobbers—ask for catalog. 


THE FORSBERG MANUFACTURING COMPANY 


BRIDGEPORT CONN. © 
“Hack Saw Specialists” 





Champion De Arment Tool Co. 
Meadville, 





Penna. 





PRESTIGE 





earned in making Amer- 
i¢a’s Finest Tools for 
over 44 years means in- 
creased profits to our 
dealers. 


480 Better Tools 


Hammers — carpenters’, 
engineers’, machinists’, 
ball pein, tinners’, etc. 


Anvil Tools, Tongs, 
Horseshoers’ Hammers, 
Nippers, Pincers, Hoof 
Parers, etc. 

Cold Chisels. 











REAL METAL Solder 
in Paste Form— 
Packed in 

Collapsible 


Greatest Soldering Convenience 
Ever Invented. 

Every Electrical Connection 
orIntricate Job Needs ~ 
SOLDERALL. 


* THE SOLDERALL CO., Newark. N.J. 
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IDEAL Hedge Trimmer 


Double Cut 


Made with oil tempered tool 










a Skat = blades. Cuts much 

Ty aster than ordinary hedge 
8 ITO shears as it cuts on BOTH 

| strokes. The loose trim- 





mings are caught and re- 
moved at will, leaving a 
clean hedge. Also cuts grass 
where lawn mower can’t 
reach. Ready seller for 
Large Estates, etc. Retails 
at $6.50. Send for Trade 
Prices. 
BARTLETT MFG CoO 3030 E. Grand Blvd., 
° e Detroit, Mich. 











The Every farmer and gardener is a prospect for at 
least one rake. He is practically a sure customer 
Cronk & Carrier if you show him the Elmira Solid Bow Steel 


Mfg. Co. Rake. They are durable enough to —~ his 
needs—the electric welded bow, rivet through 
Montour Falts, ferrule is guaranteed against breakage. Your 


Jobber will quote. 
We also make Potter and Swineford Products 


N.Y. 
SOLID BOW 


ELMIRA STEEL RAKES 








Dealers Everywhere 


are enthusiastic over our new Window Front 
Colored Packets showing 2 sizes of 


Moore Push- Pins 


and 4 sizes of 


Moore Push-less Hangers 


Your Jobber will supply you with new metal 
style “‘L’’ Cabinet and refills. 











MOORE PUSH-PIN COMPANY 


Wayne Junction Philadelphia 

















a owed ioe Need 















i a 


Write for Senate and Prices 
The Stewart Iron Works Company, Inc. 
625 Stewart Block, Cincinnati, O. 


EP Everyrnine 
/ in LRON, WIRE 
and BRONZE 
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The Garage 
for )and Sun Porch 
Storm Windows 
Storm Doors 


The Phenix line is highly special- 
ized—it is designed and manufac- 
tured principally for screen and 
storm doors and windows; in the 
sun porch, and on the garage door. 
It will soon be time to think of 


SCREENS— 
HANGERS, HINGES, HOLDERS, BOLTS 


—everything required for screen windows or doors. 


026 
Center ze TANI PHENIX MFG. CO. 
j MILWAUKEE 





























PAINE 


SPRING WING TOGGLES 


are used for attaching any ob- 
ject to a hollow wall or ceil- 
ing. 

They work instantly in any 
position in any hollow ma- 
terial. 


The SPRING Does It 


Catalogued and stocked by a 
majority of the Hardware 
Electrical and Plumbing Job- 
bers of the country. 
Samples and prices on re- 
quest. 







(RRA ARAR RARE) 


2951 Carroll Ave., Chicago, tll. 


The Paine Company 79 Barclay St., New York, N. Y. 
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Glass - Paint 


- Varnish - Lacquer - Brushes 


p TTSBURGH PLATE GLASS s CO, 


Paint, Varnish Newark, N. J., Portland, Ore. Los Angeles, Cal. 
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We are manuiacturers and distributors _under the original 
Grady patent-- STOCK GRADY WEDGES for an exfta 
profit at your Tool Counter 
LANDON P. SMITH INC. 
1165 Springfield Avenue, ; 
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CLASSIFIED OPPORTUNITIES 











CLASSIFIED ADVERTISING 


Accounts Wanted” 


Use the “Classified Opportunities Section” to reach Hardware Manufacturers 


Manufacturers’ Agents, Jobers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


RATES apply to “Business Opportunities,” ‘Sales 
and “Sales Representa- 


sii tives Wanted” Advertisements. ; : 
Positions Wanted and Help Wanted Set Scltd, Minimum of S lines...... $3.00 4 ee ale son caer eg on off 
advertisements at Special Rate of mp ees nase anit eile a a HARDWARE AGE is published each Thursday. 
one cent 2 word, minimum fifty (0 pS Cadnionsl lmes..-..c0c.0. 80 | wren eve Mae Size pvoes fe date of 
cents per sertion. | Ne: ates Set Bie iene on advertisements and replies to 


Allow One Line for Keyed Address 
Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, ete., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 


Lh fmeh.. cc cscccccvccccccccce «+ «85.00 














HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 























BUSINESS OPPORTUNITIES 


POSITIONS WANTED 








FOR SALE—Hardware business. Established 24 years. In a thriving 
city of 3500. Catering to ee population of 7500. Located in 
the heart of the Santa Clara Valley, California. Pe the Peninsula 35 
miles from San Francisco. Great possibility of U. S. Government activity 
which will double the population almost » Ane “In concrete building 


50 x 100. Cellar same size. Long lease obtainable at a very reasonable 
rental. New fixtures. Stock about $16,500. Fixtures $3,500 including 
3 trucks. Will sell at inventory invoice or market price. Will bear 


closest investigation. Can refer to any jobber or banker. There is no 
indebtedness. Business in flourishing condition. Owner wants to retire. 
No trades. Would consider arrangements to carry a small portion on 
proper security. This is an absolutely bona fide proposition. Write Box 
1-739, care of Harpware AcE, New York City. 








FOR SALE. Hardware and furniture store doing $75,000.00 to $80,- 
000.00 business in coming West Texas town. Inventories about $30,- 
000.00 merchandise and $8,000.00 fixtures. Good location and long leases. 
If you have the money this is an opportunity worth investigating. Reason 
for selling—other interests. Address Box 7368-A, care of HARDWARE AGE, 
Otis Building, a Ill. 





ILL HEALTH causes this store to be placed on the market. Hardware 
—Paints—Crockery—Glassware—Kitchen Goods—Fancy Goods—General 
line of supplies. One of the best towns in Vermont, store doing a whale 
of a business and making money. Snap it quick. Address Box I-744, 
care of Harpware Ace, New York City. 











WILL SELL:—An old established and modern Hardware Store. Fix- 
tures new and the very latest. If you are desirous of locating in the 
famous Salt River Valley of Arizona, ‘‘Where Summer Winters,’’ this 
is your opportunity. For particulars address Box I-740, care of Harp- 
WARE AGE, New York City. 





FOR SALE—Established Hardware and Radio store, in good suburban 


town of ten thousand. Stock and fixtures inventory at $10,000. Good 
reasons for selling. Address Box I-742, care of Harpware Ace, New 
York, N. Y. 





FOR SALE-- Retail hardware business in small town in Orange 
County, New York. Inventory about $6,000. Address Box 1-735, care 
of Harpware AGE, New York City. 





POSITIONS WANTED 


SALESMAN: Thirteen years’ experience. Acquainted with wholesale, 
retail and industrial frade in Western Pennsylvania, Ohio, West Virginia, 
Western Maryland and Northern Kentucky. Now district manager for 
national concern. Located Pittsburgh. Desire position as assistant or 
sales manager, or will represent good strong line in this territory. Ad- 
dress Box I-741, care of Harpware AGE, New York, N. Y. 





BUILDERS’ HARDWARE man with 12 years’ experience desires 
position with Builders’ Hardware Manufacturer or Jobber as salesman 
or estimator. Qualified to take off any operation from bungalow to sky- 
scraper. Can make up specifications and schedules. Address Box I-743, 
care of Harpware Ace, New York City. 





MARRIED MAN, SEVERAL YEARS’ EXPERIENCE hardware and 
mill supplies, also as manufacturers’ representative selling Eastern jobbers. 
Interested straight sales or agency proposition. East preferred, but loca- 
tion is secondary. Address Box I- 708, care of HARDWARE AGE, New York. 








THOROUGHLY experienced Builders’ Hardware man, desires to repre- 
sent a manufacturer. Capable of taking charge of Builders’ Hardware 
Department. Address Box I-737, care of HarpwareE AGE, New York City. 





HELP WANTED 


WANTED—BUILDERS’ HARDWARE SALESMAN TO MANAGE 
BUILDERS’ DEPARTMENT AND CALL ON ARCHITECTS, BUILD- 
ERS AND OWNERS. MUST BE COMPETENT TO MAKE ESTI- 
MATES FROM PLANS AND SPECIFICATIONS. LOCATION— 
WESTERN NEW YORK LARGE, WELL-ESTABLISHED FIRM 
SELLING HIGH GRADE LINE. EXCELLENT OPPORTUNITY FOR 
Sa ree ADDRESS BOX I-7327 HARDWARE AGE, NEW 











SALES ACCOUNTS WANTED 





AGENCIES WANTED for Greater New York by salesman calling on 
the Jobbers and Chain Stores in the Hardware, Cutlery and House- 
furnishing Line for over 10 years. Have large following eg the best 
trade. Address J. Lubow, 16 East 17th St., New York City 





SALES REPRESENTATIVES WANTED 














HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


BVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INO. 
112 W. 42nd Street Bryant 7374-5-6 











BUILDERS’ HARDWARE 


Manufacturer of lock sets and standard door and window 
hardware. State territory now covered and lines carried that 
require you to call on builders’ hardware buyers. Experience 
and acquaintance necessary. Commission basis. Address Box 
1-738, care of Hardware Age, New York City. 














SALESMEN to sell our high grade line to the hardware trade in the 
states of Dakota, Minnesota, Iowa, Missouri, Arkansas, Kentuc 
Tennessee, Illinois, and Wisconsin. Side line basis. Liberal commissions. 
Exclusive territory. Address Box I-734, care of HarpwAre Ace, New 


York City. 








AGENTS WANTED: One of the oldest Hickory Axe and Tool Handle 
Manufacturers wishes to appoint Agents in States East of the Missis- 
sippi. Only Manufacturers’ Representatives visiting the Hardware Job- 
bing Trade need apply—giving reference. Address Box I-731, care of 
Harpware Ace, New York City. 
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SALES REPRESENTATIVES WANTED 





BUILDERS’ HARDWARE Manufacturer requires experienced sales- 
man for Metropolitan Territory to sell full line on liberal commission. 
One who has represented jobber or acquainted with the hardware trade 
adjacent to New York City preferred. Address Box I-730, care of Harp 
ware AGE, New York City. 





ROPE SALESMEN WANTED—100 per cent pure Manila rope 17c. Ib. 
basis. Fast selling side line, five per cent commission. UNITED FIBRk 
egg imal 82 South Street, New York City (Foot of Wall St., and 

ast Kiver). 





WANTED by manufacturer of complete line of builders’ hardware and 
other specialties, a representative for Eastern Canada including Ontario, 
Quebec and maritime provinces, to sell on a commission basis. Address 
application to Box I-701, care of HArRpware AGE, New York. 





SALES REPRESENTATIVES WANTED 





MANUFACTURERS REPRESENTATIVE—We have open territory 
in 12 states on our New “IDEAL” Orange Juicer selling for one dollar, 
to be sold to Hardware, Drug, Grocery, Woodenware and Housefurnish- 
ing Jobbers. Also Premium Houses. Sales have been tremendous 100d 
Commission. Give 3 references and lines represented. Address J. F. 
HOFFMANN, 935 Drexel Building, Philadelphia, Pa. 

WANTED—Wholesale Hardware and Housefurnishing Distributor wants 
salesman to call on retail trade. Must be acquainted with Northern New 
Jersey territory. Reply giving experience and references. Address Box 


1-736, care of HaArpwAreE AGE, New York City. 





LUSTROUS Aluminum Stove Pipe beautifies a gas stove, and lasts a 
life-time. Every stove dealer a prospect. Territories open. McCarthy 
Mfg. Co., Pear Ave., Cleveland, Ohio. 











HARDWARE AGE opportunity 


ange Dept. 


WHERE BUYERS and SELLERS MEET 


HEN you are in the market to buy or sell a store, to secure help Hardware Age is the 
or a position, or to secure sales representatives or a sales account authoritative national 
look over the offerings in the Opportunity Exchange section of a ye ogg 
Hardware Age. If you don’t see just what you want, ask for it as jobbers y iin: gill malin 


there is always some one who will be interested in your proposition. of the country. 


Rates on Request. 


239 W. 39th Street, New York 

















tunities. 








Sales Representatives Wanted 


In a recent issue of this paper under the classification of 
‘Sales Representatives Wanted,’ were twelve different adver- 
tisements for salesmen calling on the retail hardware trade. 


It looks as if hardware concerns knew where to “go”’ for 
hardware salesmen, doesn’t it? 


And by this same reasoning it looks as if these concerns 
reckon that men know where to “go” to find these oppor- 


It’s a good paper that serves the trade “both ways,” isn’t it? 
Try it and see. Address— 


Hardware Age, 239 West 39th St.,New York 


‘‘Classified Opportunities Section” 
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THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. very care will be taken to index correctly. 
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Drills that WILL 
Cut that Concrete 


N? matter how hard the drilling—the 
fintiest concrete or toughest granite 
—"GREEN LINE” Star Drills will walk 
through it. They're made for the job— 
Special Alloy DROP FORGED 


KILBORN STEEL 


No tougher or more durable steel is 
known. You can guarantee these dri_ls 
to give the highest satisfaction. 


Stone, Tile and TWISTAR Drills of 
the same unsurpassed steel. 


“GREEN LINE’? TOOLS 


all made of Kilborn Steel, include Cold 
Chisels, Punches, Drills, Screw Drivers, 
Famous 






- KILBORN & BISHOP 


Box Hooks and many others. 
for best service. 


Please write for Complete Catalog. 


The Kilborn& Bishop Co. 


196 Chapel Street, New Haven, Conn. 


Manufacturers of the 


“GREEN LINE” TOOLS 


Reg. U. S. Pat. Office 
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DOMES of SILENCE 


Advise 


Customers 


on All Furniture 


to save Rugs — to save Furniture — to 
save Floors—to create Quiet. 
Sizes 34” to 74”—10c. per set. 
Size 114%%”—15c. per set. 
4 DOMES comprise a Set. 


If your Jobber cannot supply you— 
write us direct. 


We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, ete. 


DOMES OF SILENCE, INC. 


21 Pearl Street New York City 

















Which Hod Would You 
Rather Carry? 


ff you had to haul mortar for a fiving, you cer- 
tainly wouldn’t want to carry a hod that dripped 
water all over your shoulder. 

You would choose a Never Drip Steel Hod with 
its one-piece ends. You would go whistling on your 
way while the other fellow sulked. 


There are lots of hod carriers in your town who 


are bearing the discomforts of carrying leaky hods 
simply because they have not been shown the 
sensible and better kind. 


This open field of profit is yours for the 
asking. Write’us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 














Since the Wright 
Rooster _trade- 
mark was intro- 
duced, consum- 
ers look for it in 
their poultry 
netting. Those 
who have used 
Superior Brand 
demand it when 
they are in the 
market for more. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 


BRAND 
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The 


Mechanically 











Minded Man 
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is not a blindfold buyer 


The man who likes to work with tools—be it his 
business or recreation—is a discriminating judge of 
merit. He knows tools inside and out. He studies 
new improvements. He demands the best for his 
own use. 


No blindfold buyer—this mechanically-minded 
man. He knows exactly what he wants and why 
he wants it. He is well aware, too, of the merits 
of the twelve major Millers Falls tool lines. He 
has read in his favorite magazines how Millers 
Falls engineers have added refinements and new 
features, have eliminated difficulties heretofore 
experienced. He has realized the importance of 
buying Millers Falls quality—the result of 60 years 
of experience in fine tool making. 


No wonder Millers Falls Tools have become such 
an important part of the average dealer’s stock, 
for the mechanically-minded man represents a 
large group of tool buyers—a group that creates 
a steady demand for quality tools. 


Don’t forget that this type of customer is the one 


CABLE ADDRESS 














MILLERS FALLS 
TOOLS 





MILLERS FALLS [TOOLS = 


you want to please. Display and show him Millers 
Falls tools—quality tools that he knows and wilj 
buy—time after time. Write for information on 
displays of the twelve major Millers Falls tool 
lines—compact, colorful displays that command 
attention. Millers Falls Company, Millers Falls, 
Mass.; New York: 28 Warren St.; Chicago: 9 So. 
Clinton St. 








No. 9 Bench Plane. 
Length, 9 inches. 








MILLERFALL NEW YORK 
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(Illustration (Illustration 

of Exclusive of Rod in 
Reinforced Sections) 

Construction) 


FISHING TACKLE 


» Trade Mark with which our Fishing Tackle is identified was registered many 
years ago... "Since that time under this Brand we have continuously advanced the standard | 
rd our r products: res verre contact with the world’s best markets we have access to the 

I bor and new ideas 
o 





Today DiAMoND BRAND 
Fishing Tackle is known 
everywhere for its prin- 
cipal features 


QUALITY 


in Construction, Finish 
and Appearance 


EXCLUSIVE 
IDEAS 


in Manufacture, Service 
and Results 














SHAPLEIGH'S 
ASSORTMENT 








DriMono BRAWD 


FISHING TACKLE 


not only 
“Creates 
BUT 


Perpetuates”’ 


New Customers 
New Profits 





Buy 
the Best 








ESTABLISHED 1843 


SHAPLENGH; 


“DiamMono EDGE 1s A QUALITY PLEDGE” 








Daward Foce 











Satisfied 
Fishermen 


The Line With a Repeating Value 


Increase 
Your Sales 











Shapleigh National Series No. 1645 
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